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Why This Book

We want to answer the“why” question right up front, and we want to assure you that
what we teach here in this book legitimately has the ability to change your business
forever. This is not a book that you will read just once. It is meant as a starting point to
provide you a literal roadmap to more profit and accomplishing the following goals, in
any company, business or venture. The best part? To produce more profit, you don’t
have to spend a dime more in advertising, and it works in all economies.
So if you’re an entrepreneur or business owner in any industry, we believe this book has
the roadmap and tools to help you do it. Here’s a quick example of what this can do to
your business if you apply what you learn. The idea here is we’re going to show you
how to drastically increase the profit and value of your company, right here, right now.
It all starts with understanding one simple premise: Every customer you have right
now can be worth a lot more to your business. If your customers are worth more,
and stay with you for a longer period of time, running a successful business
becomes much easier.
You have about 90 days to help your customers decide if they’ll stay with you for a long
period of time, or if they’re going to quickly and quietly abandon ship.
Here’s a simplified example of why keeping your customers is so effective. Let’s say
you’re a startup business in this example. Note this same principle applies to different
industries, business models and company sizes.
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The startup business has customers that pay them regularly for their services, and they
have $10,000 per month in revenue from those customers. Now, for the sake of
demonstration, let's imagine that that business never acquired another customer again.
Their advertising stopped working. They fired their sales team. Their only option was to
survive with their current customers. The right-hand column shows you how much those
existing customers will be worth to the company over time.
The only variable that changes in the above chart is the “Monthly Lost Revenue %.”
You can call this “revenue churn,” if you’re familiar with the term. Lets use 1% and 3%
as the revenue this company loses on a monthly basis from customers who leave or
don’t purchase for whatever reason. The 1% company will earn $1,000,000 in revenue
from the customers, the 3% company will earn $333,333 in revenue from their existing
customers.
“That’s $666,667 of additional revenue, at the same or better profit margin without
acquiring a single new customer! All from a 2% difference in monthly lost
revenue!”
If that doesn’t light you up as a business owner, I’m not sure what will! Imagine what
that amount of money can do for your company.
This example works if you have 33 customers paying you $303 per month or 10
customers paying you $1,000 per month. It even works if you have 10,000 customers
paying you $1/month. This principle holds true even if you only have customers that buy
from you sporadically.
Basically, if you have customers and they pay you regularly (ie. more than once ever),
the graph above holds true. This chart illustrates what we’ll focus on in this book getting your customers to stay with you for a long time! Let’s say you’re a 3% company
right now, it’s not that difficult to get to a 2% or 1% company. Odds are that your
percentages are much higher right now, and that means there’s a ton of low-hanging
fruit (money you’re throwing right out the window), and we want to help you capture it.
Let’s talk about our mission over the next few pages…
The Big Promise:
The method you are about to learn is what we used to call the R3 Method, R3 standing
for: “Retention, Referrals', and Raving Fans.” For the sake of this book and the
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course/bonuses we’ve changed the name to Customers For Life. We love both of those
names, but our goal for this book is for you to have the perfect customers and have
them for life. There are a few ways we are going to show you how to do that.
1. Increase conversion at every step of your current marketing and sales
process (Get more customers)
2. Drastically improve the Lifetime Value of each customer with retention
3. Acquire more customers via referrals (Keep them longer)
4. Develop a fundamental understanding of HOW to scale your business the
smart way. (Scale without headache)
If any or all of those things sound like they could make a positive difference in your
business, then you’re going to want to finish this book in its entirety.

Who This Book Is For:
If you have had some amount of success in your business, but know that you would be
doing much more… This book is critical reading. As much as we wanted to niche
down, both by size and industry, these are tried and true principles that work now, and
will continue to work, in nearly any industry or any size. It works just as well for a
one-person business as it does for a medium-sized business and/or enterprise-level
business. The larger the business and the more customers you have, the more powerful
the strategy will be. We will pick some example businesses and use them throughout
this book. By design, we will showcase different examples of our clients and partners
from different industries and niches. We will explore how Customers For Life works in
advertising agencies, medical offices, service-based contractors, online and off-line
retailers, etc.We will show how these principles can be applied in the real world using
examples that you can adapt to your business.
We truly believe that every business should have what we teach here in place. As
competition increases, or economies change, it is very likely that those who don’t use
what is outlined in this book will not survive. Customers For Life is THE Unfair
Advantage.
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Who Are We? And Why Should You Care?
Our sneaking suspicion is that you don’t really care much about who we are yet. You
just want to know if we have something that can actually help you right now, today. I will
tell you that we deliver in spades, but just in case you want to know who we are ahead
of time, I’ve provided this section for you. My guess is, once you get into this book and
see the results for yourself you will be a little more curious, so feel free to skip this
section for now and come back later.
That being said, it’s important to know our background so that you know who this book
is written by and what frame of reference we are writing from. (Generally useful skill
when learning anything from anybody)
Just know this...
● We have likely been where you are at right now, either personally, or
side-by-side with some of our businesses, clients or partners.
● What we teach is easy to implement and can make a massive difference to the
bottom line in your company. That’s cold-hard cash in the bank.
● We have your back every step of the way. From this book, to our private member
community to our higher end private clients… we’re dedicated to making sure
that you win.
My partner Nic Peterson and I both played a large part in writing this book and creating
what you’re going to be exposed to here. When I say “we”, that’s who I’m talking about.
And I think you’ll discover quickly that we get you. We’ve been where you are, we know
where you’re going and we know the obstacles in the way.
Setting the stage….
My name is Dr. Dan Giuglianotti. I’m a medical doctor by training, but a creator and
entrepreneur at heart. This story is a bit painful for me to tell (mostly because it involves
broken bones and $250,000 of debt), but I’m going to do it anyway. As someone who
naturally does not like to be in the spotlight, but feels they have a lot to give to the world,
I will keep this short, so don’t worry.
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The broken arm that led to a $250,000 mistake, and how I decided to go against a
massive consistency bias to bring this book to you…
Being an adventure seeker at heart in my early 20s, after having snowboarded for a
large portion of my life, I decided to ``send it big” one more time. Little did I know that
would be the last time my fingers would be able to move, quite possibly ever.
I was going fast before I hit the snowboarding jump, getting ready to pull a large slow
360° rotation in style under the lights. I didn’t know that the temperature had just
dropped to below freezing again and a nice layer of ice was forming. I took off, and at
that moment, I knew it was already over. I was off-balance, way overshooting the
landing, and was going to crash hard. The pain was unbearable. What I later found out
was, in that moment, instead of a massive 360, I had a massive spiral fracture in my
humerus and a nearly-severed radial nerve. I have a naturally high tolerance for pain,
but I was writhing in agony from my arm in that moment.
The ski patrol eventually helped me down the mountain, and I’m told that I unfortunately
broke not only my hand, but the nice gentleman’s hand who was allowing me to
squeeze it to help relieve my pain. Things could not have gone worse, until I found out
that I couldn’t feel some of my fingers, and I certainly could not move them properly.
I will skip the details, but after a long, hard 6 months with some amazing doctors,
medical care and sheer will, I did what I was told was impossible (or highly unlikely at
best). I went from fingers that couldn’t move for months to making a full recovery. So,
did my broken hand cost me $250,000? Maybe, but that wasn’t the $250,000 mistake.
Since I got so much help from amazing doctors during that time, I decided to spend a
large amount of money and go to medical school to become a doctor. Logical, right? I
wanted to make an impact. I spent 12 long years of my life in undergraduate, medical
school, residency, and then private practice. What I knew before I started medical
school was that I wanted to help people, but I found out after investing $250,000 that
helping people inside of the medical system wasn’t the main way I wanted to do it.
OUCH.
Everything in society, including family, friends and my financial situation told me to
continue. They told me to stay consistent. To just be a regular doctor. They told me I
could make a great living and help some people that way. But I knew there was more….
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I knew I could make a bigger impact and I could enjoy it along the way. That’s when I
made the leap and became a full-time entrepreneur.
The part you should care more about….
Since then, I’ve been fortunate to do what most entrepreneurs dream of: build and sell
multiple companies. I did it even though I started way behind, as in, a quarter of a
million dollars and 12 years behind. I won’t bore you with revenue figures, employee
numbers, or any of those other details, as we can get to them later. Instead I will talk
about what really matters (to me at least): I am completely location-independent, have a
flexible schedule, am doing what I love at a high level with people I love, am growing
daily, and have more than enough money coming in to support an amazing lifestyle for
my family. Those things are important to me. If any of that changes for any reason, I
now have the skills to generate more than I would ever need. That’s the position you
want to be in.
If I didn’t learn what you’re about to learn in this book, I know without a shadow of a
doubt that I wouldn’t have any of that, and certainly not all of it. That’s why I want to
share this with you. I want to help you get the things that are important to you.
Now let’s introduce you to an enigma of a person, my business partner Nic Peterson….
Excerpt from the Original Customers For Life presentation:
All right, a little background on my story, and how and why I learned all of this. When
I was 21, running one of my first businesses in a warehouse in Florida, it was hot. I
slept in the warehouse. I took a shower maybe once every three weeks. It was pretty
gross, but I didn't have the Internet. I didn't have a dime to spend on advertising. The
truth is, if I did have money to spend on advertising, I would have had no idea how to
spend it. I had never learned advertising. But even in a warehouse in Florida with no
Internet and without a dime to spend on advertising, we ended up running a highly
successful gym in Florida.
The point being, it was this framework that you’re about to learn which attracted
super affluent clients, and clients who absolutely loved our business, and the money
showed it. I was always on a waitlist, and top-level talent flew from all around the
country to come work at this gym.
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So I started with the gym, and then I opened a nutrition company, and did the same
thing. So that's two companies, and the same type of growth happened. The gym was
well over seven figures, and on a wait list all the time. It was the highest priced in the
area. All this without a dime on advertising. The nutrition came very, very close to
replicating those results as well.
Then the third company I opened went from zero to 1.2 million a month in four
months. So we had an eight-figure run rate in four months. That was exciting growth
to me. I said, you know what, I don’t want to be in the fitness niche anymore. I want to
go after the big money, like we’re experiencing here, and I'm getting into the
marketing niche.
I realized that everything being taught currently in marketing was a huge,
huge, huge step backwards, and here’s how. Using the old framework, we had
referral quality clients on a waitlist, at a high price, with zero hard sales. Now, using
what is taught to everyone in marketing, we were dealing with trying to hard-sell
people who thought we were just a commodity.
That’s when I looked back at what had made our other stuff so successful. It’s so clear
in hindsight what the formula is, but without going through it, there’s no way we
would’ve figured it out. That’s what we want to teach you in this book.”

Alright, we tried to keep that as short as possible, because that’s all in the past. What
matters now is what we can do for YOU in the present. So, let’s get into it.
The “Customers For Life” Overview
First, the elephant in the room: most businesses bias acquisition of new customers and
revenue, but fail to realize the massive hidden pockets of profit they are throwing away
by hemorrhaging their current customers. Even when you do everything right, you quite
literally have 90 days or less to convince your customer that they should stay with you.
Many times, you have an even shorter period of time than that.
One of our goals here is to increase retention, increase referrals, and create raving fans
of your business that will stick with you for life. Think of it this way: maximize customer
lifetime value, and do it the smart way. We do that by breaking down the lifecycle of a
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customer, and exactly what you should do during each one of those stages to make
those customers stick around for a very long time, tell all their friends and remain happy
to continue to do so.
Here’s the big picture just to get you oriented. Just take a quick glance, you’ll see this
quite a few more times over the next few chapters.

The 4 Stages

What you see here are our 4 Main Stages of the Customer Lifecycle.

Stage 1 = Potential Customer
Stage 2 = New Customer
Stage 3 = Established Customer
Stage 4 = Customer For Life
You’ll notice that Stage 2 and Stage 3, both have smaller substeps and we’ll get to
those. Quite frankly, steps 2 and 3 are where the money is, and most of the time that’s
where there’s a ton of hidden opportunity in your business.
We’re going to talk about each stage, and each substage in this book. Everything we
present to you here will be effective and actionable, but without a map this can get
complicated, so keep this diagram handy.
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The biggest profit center in a business is often loss aversion and the biggest profit killers
in business are what we call “Black Holes”. These are areas in the customer journey
where you’re likely losing customers, money, and hurting your business right now.
They’re not easy to spot, most of the time because we’re unaware, and they don’t hold
a sign up saying “fix me”. However they’re responsible for a large portion of your
“churn”, meaning a large portion of your customers are leaving for things that are not
easy to see or measure directly. We’re going to point out these black holes clearly for
you, and show you exactly how to fix them because...
You Have 90 Days...
Here's what we want you to take away as we move forward through the rest of the book.
You have 90 days to get things right with your customers. You have to commit to
making the first 90 days of each customer’s relationship with you amazing, so they stick
around for years.
Here’s the second and separate reason 90 days is important. Any deserving
entrepreneur out there can commit to something for 90 days. If you can't commit for 90
days, you don't have what it takes to be an entrepreneur. I think that’s a fair statement.
So we strongly encourage you to commit to improving your business over the next 3
months, using what we teach here.
What is happening in a typical customer’s journey in the first 90 days? A lot of things.
At the core though, we're talking about making deposits into the relationship bank
account between you and your customer. We’re also offering to show you how to make
deposits into your real bank account every step of the way. See, getting the relationship
off on the right foot is critically important, and is way underestimated. If you do this from
the outset, it builds a cushion and you’s going to need that cushion for when things go
wrong.
Here's the truth: We don't live in a vacuum. We never will. We don't care how great
your operations are. We don't care what industry you're in. We don't care how great you
think your relationship with your customers are. At some point you're going to stumble,
we all do. That's the point. You won't deliver as promised. You'll miss a deadline. Your
product may break, or not do what it’s supposed to. You'll go over budget.
“Things are going to happen and you want to have enough goodwill built up so
that your customer relationship can weather the storm.”
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You want the relationship between your customer and business to be so strong that
when something goes wrong, from the customer’s perspective it's “okay”. There are
studies that point out how quickly people leave, how quickly their affinities can change,
and it's astonishing. We say 90 days, because it’s round, easy to put in months, and
easy to commit to. If you make it 90 days, the customers are much less likely to fall off
the bandwagon.
If you study these attrition rates, around 90-100 days is where a bulk of customer
attrition happens. By and large, if you get them to day 101 in a typical business, your
customers can stay with you for up to five years. So stop and think about that for just a
second. If you can focus for three months, the next three months in the customer’s
journey, you can drastically change your business. If you implement this, you’ve just
added up to five years of revenue to all of your customers that stay with you through the
first 90-100 days. That’s a no brainer to us. We hope it's a no brainer to you. Now, let’s
go through this together step-by-step.
Geometric Growth
Here’s what happens when you get things right…
Consider this example….
We know that keeping more clients pays off with the compounding effect as the
business matures and the volatility of the paid advertising landscape increases.
Imagine if you improve your Monthly Lost Revenue in the middle column just 2% points
from what it is now. That’s a lot of money from ONLY your existing customers. We’ll
talk about getting new ones (we love doing that), but it’s amazing what is possible, and
how clear the picture becomes when you just look at your existing customers. (Can we
agree, right here and right now, to NOT forget about our existing customers?)
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What would you do with all the extra revenue and profit? Reinvest? Be able to afford
more than your competitors to acquire new customers? Line up some strategic
partnerships, or buy another business? That’s when you start compounding results.
Geometric growth of revenues and profits allows you to play much bigger than any of
your competitors; you can outspend them, outmaneuver them and weather bigger
storms than they possibly can.
Geometric vs. Linear Business Growth.
Let’s talk here a second about Geometric vs. Linear business growth. What we teach
you here is absolutely going to be geometric growth; this means the results are
multiplicative instead of additive. Most business owners think about how they’re going to
add profit to a company. We think about how to multiply profit in a company. We’re
going to teach you how to do the latter. The chart below is a simplified example, but
imagine if you had 50 customers, $2000 per transaction, and each customer made 6
transactions. That’s $600,000 in revenue. You decide you want to improve that.
Let’s say your new revenue goal was $780,000, which means you need to bring in an
additional 15 customers or clients with your model. You would have to go from 50
customers, to 65 customers to reach your goal. Depending on where you are in
business, that could be a difficult task. That’s additive, and for most businesses, scary
and feels like guessing or speculating. Plus, it’s a lot of work to get strangers to convert
into customers.
So here’s our multiplicative approach. There are 4 main stages, along with some
substages which we can use as multipliers to make businesses much more profitable,
with significantly less effort. In this simplified example, instead of focusing on just
getting 15 new clients or customers (which is a ton of work), we focus on increasing 3
variables by just 10% (which takes fewer time, effort and resources)
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That means a 10% increase in new clients, a 10% increase in average transaction
value, and a 10% increase in the number of purchases. That yields $798,600 in this
example, is way more effective, efficient, and much easier to do. You just have to know
how to do it. Remember, this is a simplified example, there are actually a lot more
factors, which is a great thing, because that just means more multiplying.
We’ll dive into this all in a bit, but I wanted to really clarify the difference between
additive and multiplicative growth. Hopefully I did that, and hopefully I’ve convinced you
how powerful it can be. If not, you’ll find out for yourself when you implement what we
teach further on in the book.
Pretty amazing right? That’s why you should focus on geometric instead of linear
growth. Less time, less effort, less resources → far greater outcome.

But Why Do Companies Lose Customers?
We understand intellectually that pitching water out of a leaky boat isn’t efficient ...So
why do businesses hemorrhage customers?

Why Companies Lose Customers:
1. We operate from a place of logic. Emotions and experiences are often an
afterthought throughout the client's journey. This is a huge mistake because
emotions drive all human decisions.
2. Brain science and human behavior (in the real world) are ignored completely.
This is kind of like traditional accounting. It makes sense line by line on paper,
but how businesses handle customers does not make sense given how the
human brain actually works.
3. Companies bias new customer acquisition (sales and marketing) over customer
experience. The easier it is to “pay to play” for customer acquisition, the easier it
is to “forget” the existing clients.
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4. They work “forward” (ie. linearly) in their profit growth strategies, instead of
working from the highest leverage to lowest leverage (which is backwards. More
on that later)
When you flip the script and get these things right (the way we are going to show you)
you get:
● Higher close percentage (significantly)
● Lower marketing expenses
● Significantly higher return on advertising spend
● FAR more profitable and enjoyable business

The Important: Stages, Black Holes, Communication, & Decisions Points
The Customers For Life Stages
There are 4 Main stages, 6 Ways to Communication (To Your Customers), 5
Decision Points (That Your Customers Will Navigate To Make A Single Decision)
that we will be discussing.
Make sure you take a little time to understand this part, as it makes the rest of the book,
and real world application much easier.

The 4 Main Stages, And Their Substages…
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Note: Most “good” companies stop around the end of Stage 2, and leave a lot of money
on the table. Most “average”companies stop around the beginning of stage 2 (closing
the sale)….leaving MOST of the money on the table. Which means if you try, even a
tiny bit, on the subsequent stages, you will pull away from the pack pretty quickly.
The Stages:
1. Stage 1 - Potential Customer. This is sales and marketing. The prospect is
making a series of decisions in this stage that may lead to them making an
investment.
2. Stage 2 - New Customer - This is the overall stage that spans from as soon as
the sale occurs, and ends BEFORE the new customer is well established,
intimately familiar with who you are, how you do business, and what to expect.
There are technically 3 parts to Stage 2:
● Stage 2a - The Sale - This is the sale. Prospect has decided that they are
ready to invest and you are the best choice for them right now. Important
to note that there is a lot of emotion in this stage. Money changes hands
here. Remember: a sale is often an emotional high, a peak of excitement,
and on either side of a peak is always a valley. This valley is stage 2b:
a. Stage 2b - Buyer Remorse: The emotional high from the investment
fades and buyers remorse creeps in. Business must solidify the decisions
to do business with them.
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b. Stage 2c - Starting Delivery: This first official post-sale transaction. The
business starts to deliver the product or service and the client becomes an
active client.

3. Stage 3 - The Established Customer - This is the stage that starts ONCE a
customer is familiar with your company, how you operate, and what to expect.
This stage ENDS with the customer’s decision as to whether or not to transition
to a very long term relationship with your company.
There are technically 3 parts to Stage 3:
a. Stage 3a - Familiarity: The customer must learn about the organization
and their way of doing business. Business should focus on proper
onboarding and hand holding until the customer is familiar with the new
“landscape”
b. Stage 3b - Achievement: The customer gets results from the service or
product. It’s very important that the customer and the business are on the
same page about the results and that achievement = fulfillment. What the
company considers results may not be the results the customer was
looking for.
c. Stage 3c - Continuance: Customer decides to either leave or take
ownership of the relationship. The onus or furthering the relationship
swaps from the business to customer who now wants to work to support
their tribe.
4. Stage 4 - The Customer For Life Stage - Customer becomes a raving fan, or
human billboard, and becomes a massive advocate for your brand. This is not
only free marketing, but your human billboards will often work harder for your
company than any of your employees. This group needs special attention.
Now that you understand the map a little more, keep it handy. It is actually quite simple,
and there’s a lot of money to be made by just keeping it top of mind. Now that you know
the stages, we have to show you something that was not in the diagram above. It’s
actually something that most business owners are not aware of and, as I mentioned
previously, it is often the biggest profit center:
18

The “Black Holes”
The Biggest Profit Killers In Business
We call the biggest profit killers in your business “Black Holes”. These are areas in your
business that cause your customers to leave, and the scary part is most times you can’t
see them. A vast majority of the time, no matter how well you know your business, you
don’t even know the Black Holes exist. Your customers probably aren’t complaining
about them, but they have a massive effect on your bottom line. When we work with
private clients, it’s often painful for them to see the truth.

There are typically between one and eight of these Black Holes in every single
business. From a customer journey and psychological standpoint, Black Holes are
areas in your business where the customer experiences some sort of uncertainty. If we
let them get into a Black Hole most of the time, they don't say anything. Uncertainty is
the ultimate momentum killer. The customer just mentally checks out and we never
know what the real cause was. They rarely leave bad reviews or give negative
feedback, they just stop using our product or service, and therefore stop producing
revenue and profit for us. No feedback means no feedback loop which means no
improvement.
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Sometimes the big Black Holes are really bad. We’ve seen people losing more money
in a black hole than they pay themselves which means…
Loss Is An Equal Partner.
Ouch. Typically they are touch points where the business owner and internal team know
the next steps, but the prospect or customer does not. This leaves the customer in a
state of uncertainty which is really, really important. The goal then is to identify the Black
Holes, which we’ll help you with in the following chapters. After that, the goal is to
eliminate the Black Holes by provisioning certainty and building confidence in the next
steps and expected outcomes.
Common examples of Black Holes might be anytime your customer is sitting around
thinking…. “Well am I supposed to call them? Are they going to call me? Should I email
them? What do I do when this happens? What do I do when that happens?” That's a
Black Hole.
In the diagram above I’ve pointed out just a few of the biggest black holes we’ll talk
about in the book. The first big Black Hole is immediately after the sale when the
endorphins and all that high from buying a new promise start to wear off for your
customer. So any time you want to improve your business, you should consider starting
in one of these 3 big black holes. When things aren’t going right in any of our
companies, guess where we start? Black holes.
The second big black hole is during the initial customer onboarding, or first few uses of
your product or service. It’s that time after your customer has started using your product
or service, but are not quite familiar with it yet. There’s uncertainty here, there’s a bit of
a handoff or transition happening. This is why customers quietly leave unless you
proactively build the systems in the right place to avoid the second big black hole.
The third big black hole in the above diagram is for the customer that is thinking “Oh, my
goodness. I love your brand. I love you. I love what you do. How do I share this? What
can I do?” See, they’re uncertain again. They don't know if it's OK to spread the word
about you. They don't know exactly what you would want them to say. It’s really
important to do something right here, particularly if you want referrals, and word of
mouth marketing to amplify everything else you’re doing. This is arguably the most
profitable Black Hole for many businesses to address first. It has the least friction,
lowest volume of work for you, and highest payoff potential.
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Obviously the concept is simple: we want to eliminate as many Black Holes as possible
because that's where we lose customers. The hard part is being aware of them,
identifying them, and putting the fix in place. I’m going to identify them right here in this
book, and I’m going to show you how to fix them in the following chapters.
Note: if you’re still hyper focused on front end sales/acquisition there are also glaring
black holes in your marketing and sales process. I know this, because every single
company that has worked with us on a private client basis has had them.

Action Step - Identify Your Black Holes
Identify the “Black Holes”. Remember, from a customer journey standpoint, these are
areas in your business where your customers have some uncertainty. They may feel a
little lost or confused. Often you know what the next steps are, but they are not clear on
them.
Can you identify your biggest 3 “Black Holes” and why they are Black Holes?
1. Big Black Hole # 1: ___________________________________
Why is this a Black Hole? Why do customers have uncertainty here?

2. Big Black Hole # 2: ___________________________________
Why is this a Black Hole? Why do customers have uncertainty here?
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3. Big Black Hole # 3: ___________________________________
Why is this a Black Hole? Why do customers have uncertainty here?

The 6 Primary Ways to Communicate During Each stage:
There are 6 primary ways that you can communicate with your customers. Most
businesses only use a few. When they do use more than one, most of the time it is not
coordinated or integrated. By using different communication methods, coordinating,
and fully integrating these methods you can get much better results from whatever you
are trying to get your customers to do next.
You do not have to use every form of communication in every stage - but we suggest
you TRY to make a plan to stretch your brain a bit and realize that it is possible. We’ll
go over details later, but just keep in mind you COULD use some or all of these
methods.
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1. Face To Face: Best way to communicate by far is in person, face to face - body
language, eyes, etc (both ways). More difficult for online business, but possible
and extremely profitable.
2. Email: Used most often but often a crowded space but important because it's
expected. Nobody sits around wishing they got more emails.
3. Snail Mail: Rare. More expensive and complicated to set up but powerful. Stark
emotional difference between a handwritten card received in your physical
mailbox vs. ANY email.
4. Phone / Test Message: Way to reach your client almost immediately and have a
personalized message/conversation. Appropriate to use B2B or B2C
5. Video: “We are entering this new age of video…” - Mark Zuckerberg. (Voice
also counts as video for now). Great opportunity to build connections that are
otherwise hard to do. Decent replacement for Face to face, but still a different
feel.
6. Gifts: Gifts are powerful and have a personal touch. Unexpected as long as it’s
not trying to sell more stuff. Most overlooked way to trigger positive emotions.
So that’s pretty straight forward, you can and should communicate via multiple methods.
Some businesses do this well, very few integrate and align things properly. We’ll line all
that out smoothly in further chapters. Now let’s talk about something a bit more
complicated, but unbelievably powerful to understand. But first an action step...

Action Step - Identify Your Most Powerful Medium
What is your most powerful medium to communicate? Do you feel stronger on video?
Email? Phone call? Write down your your top three communication methods below, in
order from strongest to weakest:
1. __________________________________
2. __________________________________
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3. __________________________________

How can you make each method more aligned and synergistic by making them fully
integrated?

How are you going to change your communication strategy, starting right now?

The 5 Decision Points
(That Your Customers Will Navigate To Make A Single Decision).
In this section we are going to share some information that is very powerful. We
actually thought more than once whether or not to include this, because it’s advanced
and literally has the power to change industries once understood and applied at a deep
level. If this is too intense, skip ahead to the next section. This can and should be
applied in any business.
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Everett Rodgers’ diffusion research shows that there are five adoption decisions that a
customer will ask themselves before making a decision. That decision might be the
decision to buy, or the decision to continue with your services, as random examples.
We want to give credit to Everett Rodgers’ diffusion research for the graph, and
adoption decisions as it was a painstaking amount of research and conclusions, of
which we are going to help apply to your business.
For simplicity, the below graph is what we’ll call the “Diffusion Graph”. It’s important to
understand because when you’re marketing, or speaking, you need to know who you’re
speaking to. For any business there is a group of people that will buy your product or
service, aka the “marketplace”. This marketplace has people who will buy right away,
and people who will only buy once they are literally forced to (think about the people
who still own a VHS player in their house, or a rotary phone).
The blue line is the “rate of adoption”, which is basically how fast you’re able to sell your
product or service to the people in your audience or marketplace. The yellow line is
what percentage of the marketplace has bought your products or services. Once
everyone buys your product, you have 100% market share and you can’t possibly have
anyone else adopt (aka buy) your product, so your rate of adoption goes to zero.
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Here’s why this is important…
Innovators, early adopters and sometimes early majority will buy stuff off of an
advertisement, or sales page. They’ll buy early, and try new things. They’re ok not
knowing every detail, and taking a bit more risk. Maybe they're even just curious, so
they buy. They’re going to have more financial liquidity, a reason they are less risk
averse - but they buy very differently than the mass market. (This is why one method,
like a webinar, will work...until it doesn’t)
Once you get past the early majority, is when a lot of advertising efforts stop working.
You may think it's audience fatigue, competition, or something like that. The reality is
you've just gotten past the early majority (aka people who will buy early and easily). So
as you continue to increase your market share by selling more products or services,
your rate of adoption will eventually decrease. It's always a bell curve.
Again, early majorities will buy with limited knowledge about something, but if you look
at the percentages in the graph above, most of the market needs certainty. Let's say
you're a business owner, and you have a product or service, and someone just
becomes aware of it.
That awareness, that knowledge, of a new thing creates uncertainty. When they hear
about your new product or service, they become uncertain. Uncertainty creates a
motivation for that potential customer to find out more. That's what we call research.
The key here is that the buyers that come after the early majority, which is most of the
population, are not doing technical research. They're looking for five things. So if
you’re trying to sell to people anywhere beyond the early majority, they will all need
additional information before making a buying decision. Very rarely are mass market
buying of technical information. They are all looking for some form of answer to the
following adoption decisions.
At the core the biggest QUESTION they’re really asking is:
“What happens after I lose my leverage?”
The internal dialogue of your customer is something like this... “Right now, I have the
credit card and you're being nice to me and making me promises. When I give you my
credit card number I lose my leverage. Then what happens?”
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Remember, if you try and hug a kid that has been abused, even if you mean well… he
will still duck and run. Point is, we are all carrying baggage; meaning well and having a
great product is not enough. We have to assuage their fears that you’re not like the
other companies that have left them high and dry in the past.
It’s true that these people need education on you, your products, and your services, but
the education you're putting out there is not the stuff that helps the vast majority of the
marketplace make a purchase decision.
What people are really looking for is clarity on these five criteria:
1. Relative Advantage - What is the relative advantage? Meaning… What is
this? How is this better than what I'm doing now? How good is this
compared to what I'm already doing? Is this food better than the food that I
eat now? Is this restaurant better than the restaurant I go to now? Is this
program better than the program I use now? Why would I choose this
over what I am doing, already?
2. Compatibility - Is this compatible with my beliefs, my religion, my family
life, my schedule? How would my family, friends, etc feel about this?
3. Complexity - How complex is it? Is it too complicated? Is it overly simple?
Can I figure it out on my own? Can they help me figure it out? Am I smart
enough to do this?
4. Trialability - This is where most marketing fails, especially anything that’s
higher priced, or requires contracts. Is there a free trial? Is there a sample
or smaller priced version? Can I maybe just do a month to try it out?
Trialability is huge for later adopters in the mass market. Most people
won’t buy a car until they can test drive it.
5. Observability - Have they seen their friends use your products or
services? Can they see the results in the real world, if they use your
products or services? Are they going to physically, actually, see tangible
results? It’s much easier, for example, to sell solar panels to someone if
they can visually see their neighbors solar panels.
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The 5 points above are the REAL decision points for adoption here. We're going to
show you how to work all of this in really smoothly at every single step of the way, but
wanted to outline it here first, and for reference.
Ready to dive in and start applying? Let’s go….

Rigging The Game To Win
Rigging the game to win means putting yourself in a position to win, no matter what
happens. In this section we’re going to be talking about some principles and mental
models we use heavily in this book. These are guiding forces, that are very powerful
and that you will see repeated throughout the book when we start applying. If you want
to know how we think, and how we rig the game of business heavily in our favor, before
the game even begins, this section is it.
Making the Required Remarkable
So here's how we rigged the game. We rigged the game by "making the required
remarkable", and understanding system reliability. Let me explain what that means.
What we're talking about here is the reliability of a system to produce the desired
results. Adding more things in your business (ie. more deliverables, more technology,
etc) is additive. We don't want to add more stuff. And here's our argument for that.
System reliability is when we start to bias reliability over achievability. Adding more stuff
means potentially we could get more stuff done, in theory. Reliability looks at the system
as a whole. So system reliability simply states that the reliability of an entire system is a
product of the components of the system.
Here’s a simple example: “I want light in the room I’m working in.”
Let’s say 90 percent of the time I flipped the light switch, it's going to send a signal. And
90 percent of the time, my electricity actually works then. Eighty one percent of the time
when I flip the light switch, my light will turn on.
.9 (Light Switch works) X .9 (electricity working) = .81
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So even though they're both 90 percent reliable, the system itself is only 81 percent
reliable. I get the desired result of light in that room 81% of the time. Now this is a silly
example, and in real life most technologies are like 99.99999% reliable, and almost
never fail. But here’s where it gets interesting, and this is the point we’re trying to
hammer home. Let’s add one more variable, and make it just as reliable. Let’s just add
the lightbulb into the equation, because lightbulbs are reliable but they’re part of the
system too.
.9 (Light Switch works) X .9 (electricity working) x .9 (light bulb working)= .73
Only 73 percent of the time will the light turn on. So every component, even if it is
equally reliable, decreases the reliability of a system. The argument then is to remove
as many components as possible.
If you want to reliably get the desired outcome in any system, your business
included, make the system as simple as possible. If we can't remove a variable,
then we have to improve the least reliable part of the system, the lowest hanging fruit.
The next point: Humans are usually the least reliable thing in your business. If you have
one component that’s 90 percent reliable and one component that 60 percent, the total
reliability is only 54 percent. To make the system better, you could improve the 90%
component, or the 60% component. Let’s take a look at the options.
.9 (technology) x .6 (humans) = .54 ← starting point.
1 x .6 = .60 ← Bad - focusing on improving (technology), the most reliable part of the
system
.9 x .8 = .72 ← Good - focusing on improving (humans) the least reliable part of the
system
.9 = .9

← Best - remove the second variable (humans) if feasible.

Lesson: Find the lowest performing parts of a system and improve them, or eliminate
them altogether to improve the reliability of the system.
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The least reliable component brings down the reliability of the entire system. So what
does all this mean? That means we need to think differently about what is required to
operate your business in order to make the required remarkable and reliable.
Now we’ll get to how to do this and the details further along in this book but basically if
we really want to get the best results from our business, we have to make a list of all the
required elements of your business.
Ie. Is this element of your business truly required? When we step back and we look at
this, we find all the time there’s a whole bunch of things that you probably have in your
business right now that aren’t required. It's actually costing you money in reliability, cost,
confusion and friction.
So if we look at your business, and try to get your customers to stay for life, many times
we remove the extra “so-so” variable, so that we can improve the overall customer
experience and lifetime value reliably. Always play the long game in business, and this
is one way you’ll learn how to do that. If you remove something in your business, you
may be upset like the five people that liked that element, but the tradeoff is that you
keep tens or hundreds or thousands more.
Remove anything that is not required. Make the required stuff remarkable.
Start With The MVP (Minimum Viable Product)

We’ll start with another fun example here called “Monkeys and Bananas”.
This is Nic’s favorite story to tell. Don’t worry, it’ll make sense in a minute. In this
example there are two groups of monkeys in different parts of the zoo. You give all the
monkeys in Group 1 a banana. Then give all the monkeys in group 2 a banana. All the
monkeys are happy. Now, If you give all the monkeys in Group 2 a second banana,
they’re still happy. Great, everyone is happy. Now take away the second banana from
Group 2, and the Group 2 monkeys are really mad, right?
So now you have Group 1 monkeys with a banana who are happy. Similarly, Group 2
monkeys have a banana also, but are extremely angry. Two groups of monkeys, all
have one banana but the experience is totally different. Losing something is painful.
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In fact, taking someone away from someone will cause them to completely
misframe the entire situation.
This happens all the time in business, you take something away and people feel bad
regardless. This can drastically affect how your customers see you and how long they
stay with your business.
The point? It is always best to start with the minimum viable product, because if you
give customers too much and then have to take some away, they'll be upset, not matter
how logical the change may seem.
Counterintuitively, we want to give the bare minimum to create a remarkable experience
so that we never have to take something away from our customers.

Two Plow Horses Are Better Than One - Integrated Campaigns
My guess is that not too many readers of this book are farmers, so we feel
inclined to give a definition. Plow horses are the horses that pull the plow. Two plow
horses can plow a field better than one. That’s pretty obvious right? So this concept
we’re about to describe, and put directly into applicable terms for your business is just
as simple. We’re often perplexed by how this is so easily forgotten or neglected by
business owners.
Remember the six ways to communicate that we lined out in an earlier chapter?
●
●
●
●
●
●

Face To Face
Email
Snail Mail
Phone / Text Message
Video
Gifts

If you want a prospect or customer to take a certain action, combine and integrate these
6 communication methods properly to create an even stronger multiplicative effect.
When you send out a series of communication, trying to get one or more people to do
something, we’ll call it a campaign. You’ll learn some campaigns in this book, each
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has different goals. One may help get your prospects to buy from you. Another
campaign might help get your current customers to refer, etc.
The communication methods above can and should be combined, but most importantly,
they need to work together. This is where most campaigns swing and miss miserably.
When we get to the campaigns, every text we send, and every message we send has to
be helpful.
When we properly combine communication methods into an integrated campaign we
get conversion rates that go from 1.2 percent to 17 percent, as an example. That’s
multiplicative, and that’s why we introduced the multiplicative concept earlier on, so you
can recognize where the power in your business really lies and which levers to focus
on.
You’ll learn the details, but remember two plow horses, two methods of communication,
are better than one. Extremely simple, extremely powerful when applied properly.

Invert
“Optimize Before You Maximize”
-

Dan Nicholson

Ever heard that one before? If so, do you apply that knowledge in your business?
We need to eliminate the waste before we create more of it. So let’s talk about how this
applies to business, and the infamous “water faucet” of leads. Let us explain to you the
way that a lot of people are taught and maybe the way you think about it. It's it's very
“top down” or left to right, linear type of thinking.
Imagine there is a water faucet of leads that comes from your marketing efforts. So
basically, the way most people are taught in business is that you “turn on” your
advertising. It doesn’t matter whatever type of advertising it is (think anywhere from paid
advertising, word of mouth, anything..) That advertising produces leads.
You then get some feedback and numbers. You make adjustments and then you get
some sales. Then you keep the leads coming. You make more adjustments. You plug
some holes in your system, and you just work from left to right in the diagram below.

32

Many business owners never do not care enough about what happens after the sale.
They just care about the marketing and sales.
Now, here's the issue with the water faucet of leads idea: it is the equivalent of turning
on the water faucet with water just going everywhere and then trying to attach the hose
while the water is running, which is wasteful and unnecessarily difficult. Then you find
the end of the hose. Then Making sure there are holes or kinks in it. Then you put the
hose into a bucket that is full of holes. Then you start systematically plugging the holes.
In the meantime, a lot of water (money) is lost AND you look ridiculous doing it this way.
It’s hilarious when you think about it.
A simplified version of the “leaky bucket, and how most businesses look at how to
improve is below. It’s turned 90 degrees for simplicity, but you’ll get the idea. The water
faucet is your advertising and marketing. Your bucket is your business.
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Now, can you see? If a business owner optimizes marketing and sales first, can
you visualize how much waste they created before they got any water (customers & $)
to stay in the bucket (your business & bank account)?. How much went all over the
place?
We believe the “top down” or “left to right” linear approach to business is extremely,
even embarrassingly wasteful.
“Small business owners try to act like Fortune 500 companies which is ridiculous. Most
small businesses, frankly, don't have the resources to waste that much money and time
by working top down. When resources are limited, we have to optimize before we
maximize.” - Nic Peterson
It’s for that very reason we work backwards. We invert. As long as you have a drop of
water, which means if you've ever had a customer, we work backwards. By working
backwards or plugging holes in the BOTTOM of the bucket and working our way up, it is
way, way more efficient.
So it looks like this where we're looking to optimize our business. We first look at our
best customers, and try to optimize. Then we look at the customers that have bought
from us, and maybe haven't progressed to be die hard fans of ours just yet. Then we
look at the customers that are about to achieve their desired results, just before they
decide to continue to our next level of service or not. Then we optimize our customers
that are right in the core of our service or product. Then we look at those who are in the
onboarding. Then we optimize just after the sale. Then we look at the stops just after
the actual sales process itself. Then, and finally then, we optimize the marketing.
Counterintuitive? Not really? Do you plug a hole in the bottom of a leaky bucket or the
top? The bottom, because that’s where the most water will flow out. Right? That makes
sense.
The Customers For Life process is how we avoid this leaky bucket. This is how we stay
small, and hyper efficient. At times we close 80 percent of our sales calls and keep
those customers for a very long time. There’s way more profit to be had that way. This
all stems from inverting the process. Optimizing before you maximize. This is all
fundamental stuff, but it is rigging the game of business in our favor. Do enough
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rigging, and it’s very hard to lose. That is how we want you to think of things as we
move forward.
When to work backwards:
-

The highest returns in the short term come from working backwards.
The highest returns in the long term come from working backwards.
So it stands to reason that short game players and long game players should all
be working backwards.

Do yourself a favor and plug the holes at the bottom of your bucket. Warren buffet only
hangs out with smart people. His business partner has this to say:
“The best marketing is the work on your desk” - Charlie Munger
Take care of your best buyers. They are the best source of new business, and they will
buy more themselves. They will refer more business to you. They will leave reviews.
They will bring in their friends. They will shout from the top of the mountain top how
awesome you are. They also hang out with your best prospects.
Your best buyers are the best source of new business. Not facebook ads. Not
organic posting on social media. YOUR. BEST. BUYERS.
Rigging The Game Conclusion
In this section we talked about some select principles and mental models we use
heavily in this book. These are guiding forces, that are very powerful and that you will
see repeated throughout the book and in how we operate. There are more for sure, but
knowing these models will help you understand why we do some of the things we’re
going to talk about next. One more time so you remember: Always rig the game of
business in your favor, if you do it enough, if you rig the game in your favor at every
step you can’t lose.
Bucketing & “Get Cash Now” Campaigns
Theory is great and all but let’s move into the real world application. If you apply what
you learn going forward, you can see quick results. In this section we’re going to talk
about bucketing, and give you a preview of the campaigns that you can plug into almost
any business to put some money in the bank.
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Pipeline & Bucketing
Good Fit Now, Good Fit Later, Not A Good Fit
This is a very straightforward, and highly effective way to know where the opportunity is
in your business. It applies to people who are your potential customers (Stage 1:
Potential Customer), and people who are at the point where they’re going to decide to
continue with your products or services (Stage 3C). The customers in Stage 3c are
actually higher leverage because they’ve been proven to give you money.
Knowing which prospects, or current customers are a “good fit” to buy right now,
“good fit” to buy later, or “not” a good fit is ridiculously simple, but also really
powerful.
We are quite frankly shocked (we shouldn’t be any more), that we can usually just walk
into a company and literally help them bring in cash the same day or next day, by simply
understanding and applying this concept.
Let me say this: If someone is running a company, and can’t tell me which of their
customers, and which of their prospects are a good fit to purchase right now (or good fit
to purchase later), that’s exactly where they should spend their time first.
We built our own Customers For Life Software for this but whether or not you have a
CRM, a spreadsheet, or other software to help you manage your sales opportunities,
you only have to know 3 buckets.
If you’re not doing this is your business right now. Stop this book, put it down, even if
that means you never return to it again, and put each of your prospects into one of the
buckets. Now, when you or your team is marketing or selling, focus all your effort first
on the Good Fit Nows, and Good Fit Laters.
Every Prospect Should be in one of these buckets.

36

Example CRM Pipeline Stages:

Important: Now do the exact same thing for your current clients who can or should be
making a decision to buy again, or continue buying from you.
The reason why this is important is because we’re going to run campaigns (organized,
thoughtful communication) to each of these buckets throughout the book, and they need
to be segmented for us to do so properly.
Now let’s give you a quick preview of what the campaigns are, and where you’ll find
them.
Get Cash Now Campaigns - What and Where
Throughout the book we’re going to be talking about Get Cash Now Campaigns. These
are organized marketing campaigns that literally can produce cash for you and your
company today. However, as with most powerful tools (or weapons), they work best
once you know how and when to use them. For that reason, we’ve decided to include
them in the context of the book further along, after this chapter.
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We do fully acknowledge that a lot of businesses would love to Get Cash Now, without
having to read the whole book. You’ll get a multiplicative effect though if you read the
book first. Here’s a quick outline of the campaigns you’ll encounter throughout the
book.

Note: The Customers For Life Course has detailed video walkthroughs of each
campaign. Get the course here: https://havecustomersforlife.com/course
The Silver Bullet Campaign
● Purpose:
○ Use this to create more qualified prospects, to segment your list of
prospects further, and to move some prospects closer to a sale.
● When to use this campaign:
○

Stage 1 - Potential Customers. It’s particularly helpful for Potential
Customers who are not in any of the 3 buckets. They’re not “Good Fit
Now” prospects, They’re not “Good Fit Later” prospects, They’re not “Not
A Good Fit” prospects
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● Notes: Most effective campaign to increase sales opportunities from a completely
cold (or unknown audience), like an unsegmented email database of prospects.
● What to do if you want to use this right away? Jump to the chapter on Stage 1.

The Be Helpful Campaign
● Purpose:
○ Send this campaign to prospects who are “Good Fits” to generate more
sales opportunities and close more sales quickly.

● When to use this campaign:
○

Stage 1 - Potential Customers. This campaign is particularly helpful for
prospects, who are “Good Fit Now” prospects.

● What to do if you want to use this right away? Jump to the chapter on Stage 1.

Second Chance Campaigns
● Purpose:
○ To give prospects a second chance to become a good fit, based on any
number of factors that may have changed for prospect, or for the
business.
● When to use this campaign:
○ This is designed to be used for:
■ Stage 1 - Potential Customers. Who are in the “NOT A Good Fit”
bucket, meaning they do not appear to be a good fit based on the
info you have now.
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● What to do if you want to use this right away? Jump to the chapter on Stage 1.

Stay Focused Campaign
● Purpose:
○ Send this campaign to established customers who are starting to be
familiar with you, your product, or service and now need to stay focused
and take the next steps.
● When to use this campaign:
○ Stage 3A - Familiarity. This campaign is helpful when you have an
established customer who you need to keep them focused, and the
momentum going in terms of using your product or service.
● What to do if you want to use this right away? Jump to the chapter on Stage 3A.

The Perspective Campaign
● Purpose:
○ Use this campaign to really start to establish customer loyalty by
celebrating established customers for starting to achieve their desired
results with the product or service.
● When to use this campaign:
○ Stage 3B & 3C - Established Customer Achievement & Continuance. This
campaign is helpful when you have an established customer (could be a
good fit for more products or services soon) who is achieving the desired
results, and you want to highlight their success at a deeper level.
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● What to do if you want to use this right away? Jump to the chapter on Stage 3C.

Continuance Campaign
● Purpose:
○ Use this to show existing customers, who are considering purchasing
again, or considering your next level of service, to take the next steps in
their journey and tease what people that continue with your program get.
● When to use this campaign:
○

Stage 3C - Continuance. It’s particularly helpful for existing customers
who are your best customers, but who are not yet “customers for life”.

● What to do if you want to use this right away? Jump to the chapter on Stage 3C.

These campaigns can be found in their respective chapters as well as the Reference
Section. For full explanation, and to use them to full capacity we recommend using
them only after reading through the book.
So, let’s get to the next part of the book….

Section 2 - Exploring The Stages
Important: The Goal Of This Section & Why It’s Different
It’s important to read this page so this section makes sense. In the above section
of the book we went through a lot of the foundational material, in a way that you would
normally be reading a typical book. The next part of this book is different from your
typical book, and it’s important to make sure you understand that and we tell you why
it’s designed this way.
The following section of the book is going to take you through the 4 stages (and
substages) of the customer journey. After teaching this topic numerous times, in
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numerous formats, to all types and sizes of businesses, we’ve found that what is
actually most practical, and most helpful is an outline style overview of the stages,
rather than an exhaustive description of each of them.
What this means is the next section of the book will read differently, almost like an
outline or notes. We’ve found that instead of having hundreds and hundreds of pages
in this book for you to read about each of the stages, that this format simply works
better for more people.
The outline format allows you to not lose the forest for the trees, and to become
competent in understanding and applying the information in the real world. The
full Customers For Life Course has detailed video walkthroughs. Get the course here:
https://havecustomersforlife.com/course
While we can and do teach in depth on the stages in the course (we’d be happy to have
you there), it’s more important to us that you actually use this information right away.
If you can easily pinpoint where a customer is at, you have the map! You know where
they’ve been, where they’re at now, and what is coming next. You’ll be able to
reference the above material, come back to the tools and homework to help navigate
the customer to the next stage.
Having this skill and implementing it in your business is quite frankly invaluable. What is
taught in this book will help you run a thriving business in any economy, and it’s only the
start. Remember, we work backwards so, naturally, the stages will be explored and
presented in reverse order (because that’s how they should be implemented)
Ok, now that you understand how this next section is organized. Go ahead and jump in!
Stay high level, dive deep when you’re implementing.
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Stage 4 Customer for Life

Introduction
In this chapter you will learn how to utilize your best customers’ love for your company
in a way that is profitable for everyone. You want to turn this customer into not only a
raving fan but a referral engine for your brand. You will learn how to thoughtfully ask
for referrals and testimonials at the right time from your best customers, among other
things as well. Focusing on the customers in this stage is one of the highest leverage
things you can do in business. It’s a very low amount of work, with a very high potential
return.

What is the “Customers For Life” Stage?
We call your best customers “Customers For Life”. We’ll also refer to them as
“billboards”, because quite frankly it’s easier to say :) These are the ones who rave
about you. These are the customers who absolutely love your work. They’re the ones
who can become human “billboards” telling everyone they know about how much they
love your business.
Key Takeaways:
Get the customers in this stage to become “Customers For Life”. To get these customers
to become human billboards (ie. raving fans), and referral engines for your brand.
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-

Develop a referral program and make it easy to understand. People do not like to
feel unsure, or confused.

-

Your best clients probably hang out with your best prospects, so take advantage
of this stage.

Major Objectives:
-

Thoughtfully ask for referrals and testimonials at the right time, which happens
to be this stage.

-

Give specifics about what you want in terms of testimonials and referrals. Can
even give them scripts.

-

Never assume they know what makes a good referral.

-

Gamify loyalty programs and referrals
- Streaks for engagement
- Leaderboard for referrals
- They won’t play the game if they don’t know the rules and they don’t know
how to win.

-

Make them feel wildly important with your rewards.
- Example handwritten letter
https://www.instagram.com/p/BJ0Dra9joyA/?utm_source=ig_web_copy
_link
-

-

Example gift plus a lot of cash
https://www.facebook.com/theBluefish/videos/vb.669448101/101586117
47338102/?type=3

Understand the difference between market and social norms and how that
heavily affects your referrals.
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Chapter Discussion:
As you can see we’re starting at Stage 4 of the customer journey instead of Stage 1. This
is because, counterintuitively, it’s the highest leverage place to start. In this chapter you
will learn how to utilize your customer’s love for your brand in a way that is profitable
for everyone.
Personal connections are one of the most significant things that the average business
owners leave out of their business models. Used correctly, building and maintaining
personal bonds with your customers can lead to brand development and referrals for
free. Building and maintaining personal relationships with just your best customers,
isn’t difficult to do.
A customer in this stage has already adopted ownership of the relationship (between the
customer and the business) and wants to share it. Most of the time they just don’t know
how. They already love your brand, and most will be willing to make testimonials and
referrals.
Your customers are the best source for new prospects.
Don’t be afraid to ask for referrals! Here’s an example of how you could ask a current
customer...
“Hey June, you’ve been great in this Customers For Life class. I love seeing the results
you’re getting. If you know anybody else that has a pipeline with 50 people that they
don’t know how to sell, send them my way so I can help. I’ll walk through serving these
people and selling them in a way that doesn’t feel insecure.”

Give specifics about what you want in terms of testimonials and referrals.
You can even give them testimonial or referral scripts.
Your best customers have already been through a journey with you, so you can even give
them tools at this phase to help them do it. Most people want to share. Giving them a
script is not self service. It’s helping your customer be more sure about what you’re
looking for. It reduces uncertainty. Give them a script to eliminate the possibility of
them feeling nervous, dumb, or outright camerashy on what to say.
Never assume that a customer knows what makes a good referral.
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We’ve already talked about Black Holes right? When a customer has uncertainty, that’s
when you lose them, or even lose the referrals they may have sent you.
So with that in mind…
You have to tell them:
● Who you want as a referral
● Why they’re a good fit
● What you’re going to do for them.
These customers will be happy to do that for you, but they could be afraid of sending the
wrong person, saying the wrong thing, or setting the wrong expectations. NEVER
assume that they know what makes a good referral.
Gamify Loyalty Programs and Referrals
It’s important to develop a referral program that is easy for customers to understand. If
they have to ask the question “what is the program about?” or “what does this program
do for me?”, it’s not good.
These are questions that could make them feel uncomfortable, awkward, or selfish for
asking. People don’t like to feel uncomfortable. It's absolutely critical that you make this
step easy for the customer to understand.
It’s critical that people know how to share you, and your brand, because
your best customers hang out with your best prospects.
Gamify your loyalty programs and referrals; small things. Such as punch cards or
membership clubs, that keep customers hooked, engaged, and asking for more.
Interactive elements are a quintessential aspect of loyalty programs and referrals that
will make you stand out.
Here’s an example: make a calendar with the names of your VIP’s. Make it public facing
so all customers can see it. For example, if a customer has come to every session, or
every appointment, eight times in a row, it will become a mission for them to never
break that streak; particularly if it’s public and gamified. Make it visible to everyone, and
their streaks will continue to get longer, each session making it more likely they
continue.
Your brand and your customers must keep finding ways to interact and engage together.
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Here’s another example: Create a leaderboard for referrals before you try to incentivize
with money rewards. This is really effective if you do it right, but remember: People
won’t play a game if they can’t win and people can’t win if they don’t know the rules. So
make your referral program into a game, but make sure that the rules are clear to your
customers that want to participate. Another example:
On the 30th of every month, whoever has the most referrals to your program or product
will win access to an exclusive program or product. They can’t buy their way in with
money, no one can buy their way in. The only way they can become this kind of
exclusive member is by becoming a platinum referrer. The only way to become a
platinum referrer is to win the month. Interactive, competitive referral programs that
incentivize rewards over cash make you a winner every time. Can you think of ways to
incorporate this into your business?
Understand the difference between market and social norms and how that
heavily affects your referrals.
It’s important to operate and understand under the market and social norm. This simply
means that you have to understand your audience and what matters to them. In the case
of brand adoption, these customers generally care more about spreading the brand
mission than being incentivized to do so. In the Customer For Life Stage, your
customers’ social normal (what matters most to them personally) is spreading the word
about your business. If you violate that social norm, and try to incentivize it with
money (market norm - what is generally accepted in the vast marketplace), you can
drastically decrease the number of referrals you get. Feel free to go back and read those
last few sentences again. Your customer cares about what they care about (their social
norm), which in this stage is not money (market norm). That’s counterintuitive on the
surface, but it’s absolutely true and we’ve seen it happen time and time again.
Understand what’s important for your customers, why they refer, and incentivize it.
Here’s another example of differentiating market norm, from social norm…
If you were to ask the top lawyers in the world to work a case at a discount, they will say
no because they’re operating in the market norm. Lawyers don’t do cases for free
normally, as compared to their peers. However, if you ask them to do it for charity, they
will oftentimes say yes if they care about helping people (social norm). You’re asking
them to be socially responsible and kind. Most times, when getting someone to do
something they would not normally consider, it is much easier if you’re able to get them
to operate outside of the market norm.
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Another example:
If you ask me, “Hey, I'll give you $100 to drive up here and help me move my furniture
out of my apartment”
I'm going to say no. That's insulting. You just told me that my time is only worth $100
dollars, and in the marketplace is worth way more than that.
If you say, “Hey, I could really use some help. No obligation, but I'm short a man”
I'd probably drive out there to help you move your furniture because I'm operating in a
social norm. The social norm is to help people in this example. So be very, very careful
when you assume everybody is financially motivated because you put them in a market
norm. Doing that is often much more expensive than a social norm, particularly when it
comes to asking for referrals. People will do things for free because it is socially
acceptable and people like to be useful.
Think ahead on this part. It’s important to conceptualize where you want your referral
program to operate. There are plenty of people that have operated under the social
norm, tried to switch over to the market norm, and had their referrals tank.
An example would be someone that has referrals as the main source of their business.
Let’s say they get 10 referrals a month. They want to increase productivity and the
number of referrals, so make the switch to a referral system that incentivizes customers
bringing on more referrals, and the number of referrals drops because their customers
were operating under a social norm.
A handful of your best customers will probably want to operate and stay under the social
norm. Incentivizing cash rewards can disintegrate the personal bond you’ve built with
them and make them feel like a part of the machine. You don’t want this.
Many times a handwritten, heartfelt thank you note to customers for bringing in
referrals is worth much more than an envelope with $100 dollars in it.
However, it’s still possible to incentivize with cash rewards and operate under the social
norm at the same time. Here’s how….
Give a client a handwritten letter, thanking them for their hard work and noting the
success they have been having. Call them inspiring. Let’s say you are, or have a massage
therapist in your business or office. Here’s an example letter you could write.
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“Dear Katie,
Thank you so much for inspiring somebody to take care of themselves. You’ve
been working relentlessly and your work is paying off. You deserve something special.
Here’s a massage, and tell you what, I’m going to give you a coupon for half off.”
See - Discounting something that elicits a feeling is different than giving somebody
money.
Our good friend Steve Sims has said, “Money is second to creating a reaction.
Integrating emotion into the relationships is what's most important”.
That’s exactly what we did for him actually. We wanted to do something that would elicit
an emotional reaction. So we sent him an ammo can with his name engraved in it.
Inside the can was one thousand one dollar bills. This is more personal and creates a
stronger emotional bond than simply sending him a Paypal for one thousand dollars.
That is how you can incentivize with money. Be creative. Don’t just send cash in an
envelope or paypal. Create fun ways to distribute wealth that create an emotional release
and create lasting personal bonds.
If you have fifteen hundred dollars to acquire a customer (as an example) spend a
thousand dollars on the box with the customer’s name engraved, put five hundred $1
bills in there or put five hundred dollars in pennies. Do something they're going to
remember.
Remember, you’re trying to get the customer to become a raving fan and a referral
engine for your brand. The volume of work for this is very low, you’re doing this for a
low number of customers. So for this phase it’s extremely low volume of work, with a
very high profit margin. Depending on the size of your business, even if you have only
five of these customers raving for your brand, you can almost print money for the rest of
your life.
Nothing is better than building a personal connection than an in person meeting.
Invite your customers to meet your newer customers. Position them as ambassadors,
advisors, or guides of your brand. The new customers know that the ambassadors are
something that people aspire to be. The ambassador will do all of the selling for you
because they are personally invested in your brand.
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Use creativity when sending email or mail. Be quirky. One of my customers sent me a
handwritten letter in the mail talking about business on the back of her oil bill receipt.
It’s small stuff like that, but they will remember it, they will share the story. Use creative
stationary if you can.
These Customers For Life, or billboards, are working for free, and sometimes working
harder than your employees. In large part this happens because they are operating in
the social norm.
So, call your billboards on the phone when something important happens in their life:
-Pregnancy
-Graduation
-New baby
-Kids got into college
Ask your billboards to welcome new customers. Ask them to send over a video
welcoming a new customer and telling them they're in good hands. They’ll be happy to
do it, and it reassures your new customers that could be going through buyer’s remorse
right now.
Consider using videos. Videos are a great way to engage billboards and increase brand
recognition. We had a contest on social media on who could post the image of
themselves wearing our “McShredded shirts”. We got hundreds of submissions,
increasing the recognizability of our brand for our billboards.
Once they are a billboard you can send them self serving gifts. These include:
-Free samples
-Gift cards
-Discount coupons
-Affiliate deals and upsell trials
Do your homework on your billboards. Find out what they like. Go on their social media,
google them, find out more about their friends and family. Ask a lot of personal
questions. Be creepy.
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Pay attention to what everyone else is missing. If they’re your billboards, focus on them.
Everything needs to be personal. Remove focus from the brand, and focus on the little
guys- janitors, admins, gate guards, etc. Ask them about their wife, kids, grandparents,
etc.
Always record names and dates, never forget names or important dates andALWAYS say
why you sent them a gift. Customers can’t read your mind; it’s really confusing to get a
gift and not understand why you’ve gotten it.
Overall: Building personal connections is the key to having billboards become raving
fans and develop your brand for you. Operating inside of the social norm is imperative
to your brand’s success. 9 times out of 10, sending a personal handwritten letter
thanking your billboard and telling them how much of an inspiration they are is worth
more than simply giving them cash in the mail or Paypal. Your billboards want to work
for you. They are happy to bring new customers in, and it is essential to keep them
happy. Remember the names of their family, important dates, and keep the connection
between the two of you as personal as possible. This will keep your “Customers For Life”
happy and the referrals moving.

Action Recap - What do we need to do for this stage?
The Key: Get the client to become a raving fan and a referral engine for your brand.
Volume of work: 1 (scale of 1-10)
Profit: 10 (scale of 1-10)
In Person:
-

Invite your Billboard clients to meet your newer clients. Position them as
ambassadors, advisors or guides.
- Rigging the game

-

Invite them to be ambassadors or board of advisors to the brand.
- They do all the selling for you

Email:
-

Fun, simple, quick emails. Inside jokes and terminology.
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Mail:
-

Handwritten
- Use creative stationery

-

Highly personalized
Remember: These people are working (sometimes harder than your employees)
for free.
- Far more powerful than direct response ads
- This won’t work if you don't have an interest in actually helping people

Phone:
-

Congrats on life events from the top
- Pregnancy
- Graduation
- New baby
- Kids got into college

-

Congrats from highly positioned brand ambassadors
- Steve Sims calls and videos

Video:
-

Give prizes for most creative brand creatives
- Under the radar
- McShredded Towers
- https://www.instagram.com/mcshreddedtm/

Gift:
-

NOW you can send self serving gifts
- Free samples for billboard to use or hand out
- Gift Cards
- Discount coupons
- Affiliate deals and upsell trials
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Where to start:
-

Be creepy. Do your homework:
- Social media
- Google
- Friends and Family
- Ask a lot of personal questions

-

Turn outward and pay attention
- Ben Franklin style, see what everyone else is missing.

-

Personalize. Everything needs to be meaningful.
- The sweetest word a person can hear is their own name.

-

Surprise them. Make them smile.
Remove focus from the brand and focus on the little guys:
- Janitors
- Admins
- People that guard gates and make stuff happen
- Family
- Wife
- Husbands
- Kids
- Grandma

Note: Never forget to explain why a gift just showed up. They need to know who it is
from, why it was sent and why it’s special.
Record names and dates. Don’t forget names or important dates.

Stage 4 - Homework
Goal - Get your best customers to spread the word and REFER Consistently.
Assessing Reality - Where does your business stand now?
Answer each question and then provide 2-3 concise sentences supporting your answer.
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● What is the first signal that a client is now a Customer For Life, (aka “billboard” or
“raving fan”) for your company or offerings?
● What does spreading the word look like to you? How do you acknowledge the
contribution? Are referrals leading to the right kind of business and/or new
clients?
● In your current business, do you create remarkable experiences during the
Customer For Life stage?
● How so?
● In the “Customer For Life” phase - rate your customer’s experience from 1 (poor)
to 10 (world class)

Enhancement Tools - Integrated Campaigns
Answer as if money and time were not an issue. Dream big, can distill down. We want
creativity without limitations here.
● How can you implement in-person communication to make your client feel like
they are the most important client?
● How can you make your emails look like they came from a close friend instead of
a big, evil, giant corporation?
● How can a customized piece of snail mail thank clients for referrals and being
awesome?
● How can a phone call add a level of personalization and familiarity that makes a
client feel like they are clearly amongst the best/most valued clients.
● How can videos shift from marketing messaging to shared communication
between friends?
● What present(s) could you give then that made them feel appreciated and like
they are the BEST customers?
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Do This Now - Pick One Immediately:
● What are you going to do tomorrow to make your customer experience better?
● Who would you need to talk to in order to make this happen?
● How would you keep track of the effectiveness (whether this has succeeded or
not) of the new improvement?
● How would you share this impact with the rest of the company? (Think other
departments as well)

Stage 3 - Your Established Customers
In this section we’re going to talk about Stage 3 - Your Established Customers. There
are 3 distinct parts of the journey that your established customers go through, so we’ll
talk about each individually. Let’s dive in.

Stage 3C - The Continuance
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Introduction

The main goal of this chapter is helping your established customers make the decision of
whether or not to continue to do business with you regularly. It’s the time to get the
customer to really adopt the business almost as their own, to show support, and to take
ownership of the long term relationship. Why? Because once you have customers that
love and want to identify with your brand, they will stick around and keep paying you
for a long time. They will also refer more customers in Stage 4, and become a human
billboard for you. But to get to Stage 4, they have to make it through Stage 3c, and it’s
one of the major Black Holes in business where you’re likely losing customers. It’s time
to shed some light on this.

What is the “Established Customer Continuance” Stage?
At this point, your customer likes you. They want to stay with you, but there is
uncertainty so this is also a spot where customers will leave. In this stage we’ll talk about
transferring the ownership of the relationship onto the customer. What does that mean
exactly? It means getting the customer to want to work FOR you. Transferring from a
general positivity the customer associates with your brand into them working for you is
a difficult step that this chapter covers.

Key Takeaways:
Get the customer to show loyalty and and take ownership of the long term relationship
between the customer and the business.

Major Objectives:
Make it easy for clients to show loyalty, and take ownership of the relationship.
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-

Apple Airpods. Apple in general. Their loyalty is hard to miss.

-

Give these clients a chance to become part of a community they can identify with.
- Funnel hackers
- Airpods
- T-Shirts
- Swag
- VIP program
https://www.instagram.com/p/Bcn8qZ6B-vq/?utm_source=ig_web_cop
y_link
https://www.instagram.com/p/BIz4e1PgjBO/

-

Heavy focus here is on the people that are already happy customers, getting them
to continue, and turning them into loyal evangelists.

-

Give them a name to identify with
- Funnelhackers
- RDVIP
- Gym Lords

-

Develop a system for acknowledging and rewarding brand adoption. (Not
spending more money)
- Private clubs
- Reward cards
- Inner circle, Founders Card, RDVIP
- https://www.instagram.com/p/BMUuiqmDPVQ/?utm_source=ig_web_c
opy_link

-

Give them special attention, especially publicly.
- Newsletter
- FB Live
- Interview
- Name them by name

-

Create shareable content
- Testimonials
- Case Studies
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-

Success
https://www.youtube.com/watch?v=OgQBnJ4T3bg&t=1s

Chapter Discussion:
You want clients to show loyalty.
You also want to make it extremely easy for them to show it. Hashtags, T-shirts, tagging
you on facebook- it’s all loyalty and it's all important for your business.
Apple has done a great job of making it really, really easy to show loyalty. You want to
give these customers a chance to become part of a community. You look around and you
see other people at the airport with airpods, Macbooks, Iphones, and you can identify
with them. You know they want to challenge the status quo. You know they stand for
something.
Once you have identified your loyal customers, you want to give them a name to identify
with. In the internet marketing world Clickfunnels landing page software calls their
users “funnel hackers”, they identify themselves as “funnel hackers”. When you give
your customers an identity, they will try to live that identity.
Develop a system for acknowledging and rewarding brand adoption.
This doesn’t mean spending more money.
Invite them to be on your board of advisors. You invite them to be in the private club,
the rewards club, the inner circle, the founders card, the VIP group.
At this point, it's not about making more money from them. You will make more money
from them if you give them something to stand for. Give them a community and
something to identify with, yes. You don't have to charge them more though.
In fact, oftentimes it's better to reward them for being better customers, not charging
more. Actually, on that note, it’s important to develop or challenge the idea that the
only way you ascend is to pay more money. If you want really strong geometric growth,
the way you ascend customers is by having them buying in further to your mission and
your message.
That's emotional buy in.
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That's identity.
By developing systems for acknowledging or awarding people being loyal to your band
and your message (not spending more money), we're rewarding them for the adoption.
Adoption is a behavior. It is a mindset. It is an emotional decision. It is not a
transactional thing.
So as an example, create an inner circle, create a founder's card, create a VIP, create a
system where you're rewarding people to really emotionally buy into what you stand for.
People catch on. In other businesses they could say: “Oh, well, if I want this title, I have
to pay more money.” There are people that will pay more money for a title, but it stops
right there.
If you reward them for really embodying your brand and what it stands for, their
behavior changes and their friends and family will say, “wow you're acting different”.
That’s chang on a whole different level. You’re creating strong brand affinity when you
reward for use. That does mean more money, longer lifetime value, all of it.
Giving public recognition, and support to your best clients.
You should interview your best customers. If you have a remote program especially, you
should always name them by name.
“Hey, congratulations for so-and-so for achieving this ….”
Reward them for taking action on the things that you are teaching them.
Send them personal mail.
Email them personal questions. Ask them about their children, their wife, their pets, etc.
This creates a loose environment and makes it easier for customers to open up to you.
You can even send them a letter from the perspective of their children, their wife, their
pets.
Take a letter from their kid for example:
Dear Dad,
I know it's been hard but I'm so proud of you for sticking to it. You’ve been in such a
better mood. I love when you come home and you’re happy now.
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Love You,
Son.
Or from the Wife:
Hey hubby,
Just want to let you know how proud I am of you I am. Nic said you’ve been working
really hard and I notice you sleep better at night, and that means the world to me.
Love You,

Your loving wife.

This creates a personal connection based on the family’s answers and the answers of the
client.
If you want to run a campaign like this, we have a short campaign outlined for
you in the Resources section called the Perspective Campaign. Note as with
most campaigns, things can be modified, and be somewhat fluid depending on your
business. In some businesses, this campaign can easily be done in Phase 3B as well.

Handheld mail can be letters that welcome the customer to the club, the VIP, or simply
just thanking them for being around etc. Why? It’s important to make your customers
feel valued. An example is a customer that told us he loved our program, “ I want to be
with you forever”.
We sent him a ball of rubber bands with a letter that wrote:
You’re going to need all of these rubber bands to hold the stacks of money you’re about
to make.
Goofy stuff like that keeps the customers happy, and brings some life into the
interaction between customer and business.
Call your customers…. (Yes, we said it)
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If you’re the CEO of the company and they haven’t talked to you yet, now is the time.
Offer ahead of the curve insight.
“Hey, we’re thinking about launching this product in the future. What do you think
about that?”
You’re asking them for advice. Offer them a beta offer because they’re already a VIP. Ask
them if they’d like to put their input on it.
Develop a customer brand video and ask them to share it. Offer a reward buy-in at the
end of the video. This is where you will sell your brand. Tell them about yourself, your
ideas, your passions, make it as personal as possible. This is where people will want to
stay with you for life.
Send your top customers gifts. Send them welcome to the VIP group, or thanks for
purchasing type of gifts, etc. Make it something they can claim ownership of.
-A vip card
-Secret society member card, etc.
You can also run a different campaign to customers in this stage that are
deciding if they want to continue or not, but haven’t quite ascended to a
higher level of product or service that you would like. We call this the
Continuance Campaign. You can give them a preview of what it would be like
to be a part of your highest level of service, or most exclusive club if they decide to
continue and be a “Customer For Life”.
Overall, all of these are just high level things you can do with customers in this stage.
When we get into the stages it’s important not to lose the forest for the trees, so what
we’re trying to do in this part of the book is just give you an overview, or spark some
ideas of what you can do in this stage. The vast majority of business owners aren’t even
aware of these stages, so we’re trying to simply make you aware, give some general
recommendations, and then point you to just the most important stuff. Remember, the
goal here is to transition the ownership of the relationship from you to the customer, so
that they not only want to continue they take ownership of it going forward. This is a
critical stage to get right as your customers will either fall off here, or continue for a long
time.
Action Recap- What Do We Need To Build In This Stage?
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Volume (of work): 3
Profit: 7
In Person:
- Non work related and personal fun / connection.
- Just come hang out for a day
- If I travel we can coordinate
- Boat, workout, dinner in Seattle, Seahawks games, etc.
- Family oriented stuff is huge here (bowling, skate rink, etc etc)
Email:
- Success Surveys and personal surveys
- Children, wife, dogs
- Create personal communication from the answers
Mail:
- Send mail. Just send personal stuff.
- Welcome to the club, congrats to the next level
- Rubber bands and gobs of money
Phone:
- Phone call from the very top
- Offer “ahead of the curve” insight and ask for feedback
- Tease and launch beta offers
Video:
- Customer loyalty and reward videos to amplify brand spirit
- Make them as shareable as possible
Gift:
- Welcome gifts -> welcome to the highest ranking of clients
- Give them something they can claim ownership of
- Founder card
- Secret Society Member card
- RDVIP cards

Stage 3C - Homework
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Assessing Reality - Where does your business stand now?
Answer each question and then provide 2-3 concise sentences supporting your answer.
● What needs to occur in order for your clients to really embrace and even take
ownership of the relationship / your way of doing business?
● What does this alook like? How could it happen quickly with a new client? Do you
have any metrics you could use to identify and recognize it?
● In your current business, do you create remarkable experiences during this
phase?
● How so?
● What kind of campaign are you going to run here?
● In the “Continuance” phase - rate your prospects experience from 1 (poor) to 10
(world class)

Enhancement Tools
Answer as if money and time were not an issue. Dream big, can distill down. We want
creativity without limitations here.
● How can you implement in-person communication to show the customer how
special the relationship is?
● How can you make your emails more personal and familiar now that they are part
of the family?
● How can a customized piece of snail mail thank clients for their loyalty and
introduce new, special perks for their continued dedication?
● How can a phone call send a signal so the devoted customer?
● How can videos introduce more members of the team or make them feel more
like “family”?
● What present(s) could you give customers that would make them commit to you?
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Do This Now - Pick One Immediately:
● What are you going to do tomorrow to make your customer experience better?
● Who would you need to talk to in order to make this happen?
● How would you keep track of the effectiveness (whether this has succeeded or
not) of the new improvement?
● How would you share this impact with the rest of the company? (Think other
departments as well)

Stage 3B - Achievement

Introduction
In this chapter you will learn that achievement is not you as a business meeting the
goals you defined for the customer; it's an achievement from the customer’s perspective
we are talking about here. They are often very different things. So you want to pay
attention to the emotional and psychological fulfillment of the customer. Most
companies completely ignore this. This is absolutely the single biggest trigger as to
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whether or not they continue to move along the stages and become “Customers For
Life”. You need to know/understand the customer’s primary goal and celebrate with
them when they reach it. This is usually “the benefit” of the benefit.
What is the “Established Customer Achievement” Stage?
This stage is understanding that just because a customer achieves something, it doesn’t
mean that they feel fulfilled. Most companies ignore this, and it is one of the most
important aspects of your business. Where the brand may celebrate weight loss, the
customer may celebrate feeling comfortable in a new dress, both parties SHOULD
celebrate the latter. This is where most brands swing and miss terribly.
Key Takeaways:
Pay attention to the fulfillment of the customer. MOST companies completely
ignore this stage. Ask yourself, “What does success mean to them?
Major Objectives:
Know/understand that customer’s primary goal and celebrate with them when they
reach it. Benefit of the benefit, and benefit of the benefit to people your customers love
(advanced)
(This is where it gets neat)
Send certificates or completion papers
- Add an extra dimension to your physical or digital program.
-

Send “Proud of you” letters from kids, husbands, wives, etc.

-

Defy expectations by adding dimension
- If online course, send direct mail homework
- If in person course, provide online tools
- Contrasting experience = remarkable

-

Run through the finish line. Remember: this is far higher leverage than new
acquisition.

-

Follow up appropriately
- Show that you were and still are paying attention
- Well placed, personalized upsell = gold
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-

Make follow up creative and remarkable

Chapter Discussion:
Identify and understand your client’s goals.
If your customer loses 20 pounds using your product or service, but doesn’t want to look
at themselves in the mirror, then they don’t feel like they succeeded. We shouldn't
celebrate the 20 pounds if that’s not what they wanted.
We Should celebrate things like the fact that they took their kids to Disney for an entire
day without getting tired or embarassed of their weight.. Little things, family oriented
things that are easy to celebrate but give little boosts of confidence.

We must try hard to take off our technician hats when celebrating so that we are
celebrating the thing that ACTUALLY matters to them - not to us.
Another example:
A customer gets 2.5X return on their advertising spend that is managed by a marketing
company, but still quits.
What might seem like a victory, is actually a loss because in this case the customer’s
goals were not achieved. Maybe they wanted to FEEL less pressure to make sales and
the 2.5x increase in ads only put MORE pressure on them. You need to understand what
the customer’s primary goals are so we can frame our wins as their wins.
You can find out their goals through an intake form, through conversation, or through
their actions, and celebrate them when they reach that goal. We have a ton of examples
in the Customers For life full course. Get the course here:
https://havecustomersforlife.com/course

What is the “benefit of the benefit”?
We want to celebrate the benefit of the benefit and think about who else benefits. Here’s
a simple example: Make more money and work less. That’s a benefit, but what's the
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benefit of making more money and working less? You get to take your kids on vacation,
and you'll never miss another one of their soccer games.
Who benefits the most? Your kids. Your wife. The people you love.
The benefit of the benefit goes to the people you love, to the people that matter most.
Celebrate that for your customers.
“Congrats on finally taking a vacation with your loved ones” is a far more powerful
message then “Look, we did your ads better”.
Send certificates, or completion papers if you have a remote component. This adds a
physical component, adding another element to your business. Send “I’m proud of you
letters” from kids, husbands, wives. The benefit of the benefit to the people you love
most.
We discussed the “Perspective Campaign” in Stage 3C. If you want to run a
campaign like this, it works well in this stage as well. See it outlined for you
in the Resources section called the Perspective Campaign.
The goal of this campaign is also to create a contrasting experience, but framing it as the
benefit of their loved ones. A contrasting experience is a remarkable one, and one your
clients will remember.
Show you were paying attention. This will facilitate that, and leaves room in future
stages for a well placed personalized upsell.
This is a low volume, high profit step. By simply paying attention to the customer, you
are giving them a sense of fulfillment. By adding in the “benefit of the benefit” to the
people they love most, you’re adding a high profit margin to your customer. We want to
show what it means to them, framed in terms of their priorities and the priorities of the
people they care about most.
If you have a program with a start and end date or stages of completion:
Host parties or events for completion.
Invite their families. Make it personal.
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Email and congratulate them on their wins.
Send them mail from the perspectives of their families.
Show them their progress, “I remember when you first started”. “I remember when you
just started and you could barely pay your bills”
Once they accomplish their goal, give them a congratulations call and ask about their
experience. Send them a personalized gift, in a unique way that acknowledges their
journey.
Overall, hopefully you get the idea of this stage. You’ll see that the substages are similar,
and closely related as we’re describing them here. The differences though are
important. If you don’t get customers to make it past this stage, and many businesses
never do, you’ll never have the room to grow into a very strong, stable company.
Even if you have 10, 100, or 1000 customers a month, this can still be done, and quite
frankly must be done if you’re going to compete with the best. The owner, or CEO
doesn’t have to be the ones to do it, the system just has to be in place to make this
happen, so that you customers can ultimately continue and go on to become “Customers
For Life”, and have the highest lifetime value they possibly can, all while sending
referrals your way.

Recap. What Do You Need to Build in This Stage?
Volume (of work): 4
Profit: 7
Pay attention to the fulfillment of the customer. MOST companies completely
ignore this phase. What does success mean to them? Show them what it means to them,
framed in terms of their priorities.
In Person:
-

Host parties or events for completion or graduates

Email:
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-

Congrats and highlight their wins while tying them back into priorities
Remote badges or awards for attendance or completion

Mail:
-

Handwritten notes marking accomplishments and tying into priorities
- “ I remember when”
- From friends and family
Phone:
-

Congrats call, and call about experience
Acknowledge their journey and get feedback
- Feed feedback in from Stage 1-2

Gift:
-

Think about ways to bring people together, like you would on Christmas or
Birthday
Find a unique way to acknowledge their journey

Stage 3B: Homework
Assessing Reality - Where does your business stand now?
Answer each question and then provide 2-3 concise sentences supporting your answer.
● What needs to occur in order for your customer to feel that they have achieved
what they were meant to achieve?
● What does this phase look like? How could it happen quickly with a new
customer? Do you have any metrics you could use to show them their own
success?
● In your current business, do you create remarkable experiences during the
Achievement phase?
● How so?
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● What kind of Campaign are you going to run here?
● In the Achievement phase - rate your prospects experience from 1 (poor) to 10
(world class)

Enhancement Tools
Answer as if money and time were not an issue. Dream big, can distill down. We want
creativity without limitations here.
● How can you implement in-person communication to show the customer their
own success?
● How can you time your emails more in a way that showcases their wins?
● How can a customized piece of snail mail help them do the same?
● How can a phone call send a signal to the customer?
● How can videos highlight their wins and create a feeling of achievement?
● What present(s) could you give customers that would give them clarity on their
next steps or be comfortable with your brand?
Do This Now - Pick One Immediately:
● What are you going to do tomorrow to make your clients feel like they are
achieving the things they want to achieve?
● Who would you need to talk to in order to make this happen?
● How would you keep track of the effectiveness (whether this has succeeded or
not) of the new improvement?
● How would you share this impact with the rest of the company? (Think other
departments as well)
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Stage 3A- Familiarity

Introduction
This chapter is about having the customer start to become more familiar with you, and
how your business operates. The uncertainty level typically drops here in this stage for
the customer, and they “settle in” as they begin to know what to expect from your
product or services.
What is the “Established Customer Familiarity” Stage?
As the “business” we typically deliver the service, solution or product so often that we’ve
developed an unconscious competence or forgotten all the micro steps we take when
working. Similar to learning how to drive, we assume the customer knows exactly what
is going to happen next, and what they should do next because we’ve done so much that
it’s second nature to us.. The fact is, your customers need significantly more hand
holding than we think. Preeminence is key here. This stage goes over how to “hold your
customer’s hand” so they become familiar with you, your company, your lingo, and
everything that goes along with that.
Key Takeaways:
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It’s important to understand in the first 90-100 days of a relationship people distrust
their new partner, and they are coming with baggage from past relationships and poor
customer experience. You have to do everything you can in this phase to bake in your
language and help them understand how you operate. It’s important for customers to
understand your language so that they can adjust and weigh things accordingly. Be
patient, build trust. Help the new customer understand how the company does business.
Bridge the gap between where you think they are and where they actually are.

Major Objectives:
Work to eliminate the dead spots and black holes with regular communication and key
milestones. Provide a map of success steps if possible. Be Patient.
-

You must understand your own processes so deeply that you can turn them into
simple steps

-

Include your customer’s in your lingo, and make sure to build a community for
them of like minded people

-

Company must aligned with their language as well.

Chapter Discussion:
There’s no getting around the fact that in the first 90-100 days of a relationship people
distrust their new partner. They are coming to the table with baggage from past
relationships and poor customer experience.
There is big, big money in this stage. Some of it will be obvious, a lot will not be.
Communication is key in the Familiarity Stage.
Help the customer understand how your company does business. You need to bridge the
gap between where you think the customer is and where they really are.
This is a moderate volume phase in terms of work for the company. If you have a lot of
customers, it’ll take some time to bridge the gap. There is moderate profit in this stage.
If you can get your customers to get used to your language, it can develop a more
personal connection that can be used in the next stages.

72

Convert your emails from the pushing type of emails you need early on in this
customer’s journey (ie. - do this, click that, now do this), into much more of a dialogue
that includes company lingo.
Check in on their progress, and show them the progress you’ve made. Here’s an example
from an ad agency“Hey, just checking on your progress. I just want to show you this quick screenshot of
this loom video. We've tweaked this and tweaked that, and it is working pretty well. Let
me know if you need help getting that video done.”
You’re checking in on their progress, and showing progress on your end. The latter is
vital.
In this stage, you’ll want to again send them personal things. Example, we send some of
our clients with children Disney related gifts because we know they will appreciate it.
You can also send a brand update. This is a great way to show progress that your brand
has made. Include things such as new customers, but more importantly things your
brand stands for. A monthly recap of progress is an extremely powerful tool if it makes
sense with your business model.
You can also send your customers tools in the mail that will help them succeed at their
job description as a customer. Here’s one we sent recently for a weight loss program.
The letter wrote:
Hey Brittney,
Really proud of the progress you’ve been making. The next step is I want to make sure
you’re drinking enough water. Drinking enough water will help stabilize your weight and
keep you hydrated.
We gave her a water bottle with a note that says “here’s a tool to help you achieve the
goal we gave you”.
It’s a different type of gift, one that helps them succeed in their job description as a
customer, and makes them feel fulfilled. You’re giving them stuff that is congruent with
their tasks.
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Send them a book or newsletter and explain why you thought they may like it. If you and
a customer get into a deep conversation about cars, send them a magazine about the
specific type of car they enjoyed and make sure to tell them why you did it. In this stage,
you’re just starting to lay the building blocks of a personal relationship, and making
them want to stay with you.
Phone calls may not be necessary, but can still help facilitate the community feeling, and
further indoctrinate your language into your business model. Remember that you, as the
company, are the expert.
We have a campaign called the “Stay Focused Campaign” at this stage.  If you
want to run a campaign like that keeps your customer focused on the next
step, and working to achieve thier goals, it works well here. See it outlined for
you in the Resources section called the Stay Focused Campaign.
Videos can be a powerful tool during this stage also. Once you have set a goal for your
customer and gave them the tools to achieve it, record a video encouraging them to do it.
Tell them you believe in them. You want a video that taps into their emotions and makes
you seem invaluable. Ask them to post them achieving these goals on social media to
keep themselves accountable. Once they begin to do so, they are already becoming
brand ambassadors, and building a consistency bias.
Peak excitement comes directly after, when a customer in your brand posts about how
excited they are about you on social media. I’ll give you an example from the water
bottle customer.
“Oh my gosh, I logged everything and drank a gallon of water for a week straight, so
proud of myself!”
That is peak excitement. This is where, and why you will send clients gifts.
I know what you’re thinking, what do all these gifts cost? It literally could be just the
cost of a stamp, but first you have to ask yourself, what are you willing to spend to
acquire a new customer?
Whether you are willing to spend $1000 dollars or $10 dollars to acquire a
new customer, it's absurd not to spend at least that much on a gift. Keeping
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someone as a customer for five years is way more profitable than acquiring
a new customer on the front end.
Give them bonuses or rewards. An example would be if your brand is focusing on
wildlife relief, send an email saying “hey, 10% of our revenue went to wildlife relief and
you were part of that”. Just make sure to keep it aligned with your brand.
Overall, in this stage you’re really trying to transition a customer into being familiar
with your company and brand. You’re beginning to lay the stages for them to
understand who you are, and what you’re about, so that they can really create a bond.
This is somewhat of a foundational stage, and there is profit here. Notably there also is
more volume as we move closer to the beginning of the customer journey. It doesn’t
take much to stand out from your competitors here, and the payoff is not far off either,
so make sure not to neglect this stage.

Recap.What Do We Need to Build in This Stage?
Volume (of work): 5
Profit: 6
In Person:
-

Presence is most important, just be present if possible.
Let them see you working/fulfilling

Email:
-

Switch the emails from pushing to getting them into a dialogue using company
lingo.
Check in on progress and show progress on your end
“Hey, I thought your son or daughter would think this is really neat”
Brand update newsletter

Mail:
-

Send unexpected tools to help them succeed at their job description as a
customer ( RD water bottle, adskills notebook)
- Make it congruent with their current task, and “job description”.
75

-

Send a book or newsletter explaining why you thought they would like it.

Phone:
-

Group calls to facilitate the community and further indoctrinate into congruent
language

Video:
Gift:
-

Milestones from the expert.
Make brand interaction exciting
Tap into emotions, they are > logic
Consistency bias is built here

Keep in mind the more important milestones and the concept of peak excitement
What would you pay to acquire a new customer?
Surprises and bonuses
Familiarity for brand and what the brand stands for

Stage 3A: Familiarity - Homework
Assessing Reality - Where does your business stand now?
Answer each question and then provide 2-3 concise sentences supporting your answer.
● What needs to occur in order for your customers to begin to be comfortable your
language and your way of doing biz?
● What does this stage look like? How could you quickly get a new customer
comfortable? Do you have any metrics you could use to identify and recognize
that your customers are becoming familiar?
● In your current business, do you create remarkable experiences during the
familiarity stage?
● How so?
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● What kind of campaign are you going to run here?
● In the Familiarity phase - rate your prospects experience from 1 (poor) to 10
(world class)

Enhancement Tools
Answer as if money and time were not an issue. Dream big, can distill down. We want
creativity without limitations here.
● How can you implement in-person communication to show the customer how the
company operates?
● How can you schedule or write your emails so they are more personal and
familiar now that the customer is part of the family?
● How can a customized piece of snail mail help them become more familiar?
● How can videos introduce them to the way you do business?
● What present(s) could you give clients that would give them clarity on their next
steps or comfortable with your brand?

Do This Now - Pick One Immediately:
● What are you going to do tomorrow to make your customers more familiar with
the way you do business?
● Who would you need to talk to in order to make this happen?
● How would you keep track of the effectiveness (whether this has succeeded or
not) of the new improvement?
● How would you share this impact with the rest of the company? (Think other
departments as well)
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Stage 2 - Your New Customers

Stage 2 is your new customers and includes the moment they become new customers,
during the sales process. It lasts through the initial delivery of your product or service,
and ends when they start to become familiar with your company. The new customer
stage is actually where many businesses just stop focusing on the customers, so this one
is really important for most companies out there. Let’s dive into each of the 3 substages
of the “New Customer” stage.

Stage 2C - Delivery

Introduction
The goal here in this stage is to kickoff the relationship and start over-delivering on the
promises made in marketing and sales. The way to achieve this is actually by modifying
customer behavior.
What is the “New Customer Delivery” Stage?
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This stage is when the customer starts using your product or service. This stage is all
about delivering on the promises made in the sales stage. In order to achieve this, you
actually need to begin to modify customer behavior.
Major Objectives:
-

-

-

Search for and remove any barriers that may delay activity or participation
- Plug in an onboarding process if you need to or a “customize this
product/service” application
Put an emphasis on the job description of the client, what do they need to do
(now) to ensure their own success?
- Give the customers job descriptions
Shock and awe them with transparency and tools that paint the picture for them:
their life as future billboard customer, a future raving fan.

This is another opportunity to add dimension. If you have a physical product, add a
remote component that’s ready to play now.
Chapter Discussion:
Kickoff and energize the relationship and start over-delivering on the promises made in
the marketing and sales. Main Objective: Modify client behavior.
Strive to create a positive initial reaction
Apple: Charged their devices before they shipped the device for immediate play time.
This was revolutionary at the time, and made them standout. They do not make people
wait to change their behavior (use their new device).
Momentum here will carry the client all the way through the journey.
Is it worth creating the momentum? Well, what does it matter if the customer gets
airpods but does not wear them?
This is actually the reason a lot of phone or mobile apps fail. The customer downloads it
but does not use it. The successful apps get the customer to use them immediately,
instantaneously, and therefore are modifying customer behavior right away. If you
cannot change their behavior, you have one sale, and no referrals. You’re on a
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proverbial business treadmill, and to get off that you want to strive to create a positive
initial reaction.
An example:
If it takes your team a week to onboard a customer, find something for the new
customer to do, a job description. Momentum will carry the customer through the
journey. Give them something to do in the meantime, forms, pdfs, documents, anything
to carry momentum. This will help alleviate black holes and get new customers
modifying their behavior immediately.
Remove any and all barriers that may delay activity or participation. Keep the customer
active. Do not let uncertainty find it’s way in.
Plug in an onboarding call, process, or campaign if you need to: this allows for more
customization, and eliminates downtime.
Shock and awe them with transparency and tools that paint the picture for them: their
life as a future billboard.
If you sell a physical product, add a remote component as an extra dimension to keep
the client engaged.
Any in-person interaction in this stage needs to be well thought out and planned.
Emails in this stage need to provide clear and concise directions on what they need to do
in order to succeed/ be a good customer. Give them clear and concise job descriptions
with due dates. This is where you need to stop being nice and start being kind. Guide
them, and do it very clearly.
This is a good time for special interaction opportunities- invite them to a call, meeting,
or even in-person event if your business model allows.
Build kinesthetic learning and behavior into this product. An example:
If you are a Facebook ad agency, ask them to log their work in a notebook.
The caring salesperson can go a long way in this stage, yes after the sale. Don’t forget, it
was the salesperson who built the initial rapport, made the promises, and took money.
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They probably haven’t heard from that salesperson again unless it was you. The
salesperson needs to follow up. A campaign in this stage would actually come from the
salesperson - email, video, phone call to confirm that they didn’t make a bad promise.
Here’s an example from the salesperson:
“Hey, Sarah. We talked before you signed up, and I’m just checking on you. I made some
promises. I've been following along. So-and-so said you're doing great. I just wanted to
make sure that we're delivering on the promise that I made to you.”
Bonus points if you include a team member they haven’t seen yet, making them
understand that they are important, because they are.
A gift in this stage has to be special and unexpected.
It can be a postcard with a link to a customer-only exclusive gift or program.
Overall, We can keep this summary short and simple. There’s actually a few black holes
here in this stage, but if you keep the momentum up, and really over deliver you can
circumvent them. The benefit is all the hard work you did during the marketing and
sales portion can start to be solidified during this stage. Make sure everything is
incredibly smooth from the customer’s perspective, and “wow” them. The takeaway
from this phase? Overdeliver.
Recap - What do we need to build?
In person:
-

In this phase any in person interaction needs to be well thought out and planned
for.

-

You will notice me drop subtle hints at office days in all of my courses, trainings
and offers (each has a custom set of dates)

Email:
-

Provide clear concise directions on what they need to do in order to succeed/be
a good client.

-

Give them clear and concise job descriptions with due dates
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Mail:
-

Special interaction opportunity. Invite to event
Process maps, checklists and guides
Build kinesthetic learning and behavior into the product
- Fb creative change logs
- Physical workbook for digital product

Phone: (High Leverage)
-

Salesperson to follow up and confirm that they didn’t make a bad promise and
that you are being a good customer

-

Use this opportunity for the salesperson to get feedback about the process and
adjust earlier stages in the customer lifecycle

Video:
-

Opportunity to put a human face in front of a customer at a key moment

-

Include team members they haven’t seen yet, to show the entire team cares

Gift:
-

In this phase this must be special and unexpected

-

Can be a postcard with a link to customer-only exclusive gift or program

-

The Webinar Agency - handwritten card + drive with all of his courses + Exclusive
PDFs

Stage 2C - Homework:
What is the first action your new customer takes to start the relationship?
How clear are the job descriptions you give to your customers/buyers?
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What barriers may be slowing down this stage? How can you remove them?

R3 Enhancement Tools
How can you implement in-person communication?
How can your emails get your customers to act faster?
How can a customized piece of snail mail help the client navigate and expedite this
stage?
How can a phone call keep customers moving here?
How can you use videos in this phase?
What present(s) could you give customers that would give them during the delivery
phase?

Stage 2 B - Buyers Remorse
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Introduction
In this stage the business is typically trying to plug holes so that they can eliminate
refunds, chargebacks, and complaints. If you don’t address the buyer’s remorse phase,
customers will leave. This is where most of your profit can be lost. This chapter will go
over how to avoid headaches and keep customers longer.

What is the “Buyers Remorse” Stage?
The buyer’s remorse stage goes over how to avoid customers getting buyers remorse by
keeping them active and engaged throughout the entire New Customer Stage.

Major Objectives:
Improve the client's confidence in your organization with a smooth handoff from sales
to fulfillment. Most companies fail at this miserably. Doing this properly sets you up for
easy wins later on because this is where you can separate yourself from the
pack.
Note: Even if you’re solo you MUST address this.
It’s all fun and games until people start regretting their purchase.
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It goes like this:
Doubt creeps in ⇒ buyers remorse.
○ To understand this we must understand cognitive dissonance.
○ Buyers remorse is just post-decision dissonance.
Buyers ask themselves fearful questions ⇒ Don’t get help because it’s a black
hole
○ Companies must reaffirm buying decisions as quickly as possible;
eliminate the black hole.
○ Evidence of delivery ⇒ counterbalance to fearful feelings.
When a business doesn’t take the time to build its systems and processes to
counter feelings of fear, doubt and uncertainty, their new customers grow
distant very quickly.
Understand and anticipate your customers emotional journey and address the concerns
head on.
Make the required remarkable: All of the required elements of operations should
be combed through to make them remarkable.
CD Baby is a famous example of this. People are still talking about their approach years
later. Here’s one of their emails if you’re not familiar, you’ll understand.
https://swiped.co/file/thank-you-email-from-cd-baby/
Always provide a checklist or review of what has happened so far, and what is coming
next. Show them the map, and move them along quickly. You never want customers
wondering what is coming next, or who they should reach out to for questions.
“Things are happening just as they should be, you are right on track”
“Just trust me” is never enough, people need milestones as reassurance. Give them the
map.
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→ Integrate your company personality. Comedy, seriousness, professionalism, etc etc
Chapter Discussion:
The emotional state of the buyer takes a dramatic turn here in this stage. The business
must swiftly and seamlessly assuage feelings of fear and doubt.
This is the least difficult phase to improve because the signs of the black holes are
extremely obvious.
The buyer's remorse phase is when the emotional state of the buyer takes a dramatic
turn, and here’s why. We buy something. We just bought the solution to our problem.
We convince ourselves it's a good idea. Then doubt starts creeping in and we must
swiftly, seamlessly address these feelings of fear and doubt. This is where almost every
business we've ever went into is completely swinging and missing. You just took
somebody's money. It doesn’t matter if it $3 or $12 or $100,000. You have to address
the feelings of fear and doubt, even if you're a sandwich shop.
After a purchase, the customer always experiences a dopamine hit, a high. What comes
after a high? A low.
Here are some examples of buyer’s remorse or the lows.
“I feel like maybe I’m too small of a company to get your attention since you have such
big accounts”
“I love that you guys are crushing it, I feel like maybe you took on too many clients at
once and we got put on the backburner”
Note how the language is often subjective or qualitative? It’s a FEELING more so than a
fact. You have to address these things. How do you do that? You need to provide
concrete proof that you share the same concerns as the customer. Here’s an example:
“I know that we have a lot of big clients that do millions or billions, but they actually
don’t get any more attention than you will.”
This should be in the welcome video email right after the sale. It is easy for seeds of
doubt to creep in directly after the sale. Do it immediately.
Here’s a different approach to consider, if your company size makes sense. There’s an
argument to be made that someone should be nominated to filter all the
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communications for your company. If you don’t have one, you could create a position
named something like the chief heart officer. Your new CHO role.
It’s a high empathy role that identifies how a process in your business makes the
customer feel.
They can audit your thank you pages, your confirmation emails, etc. Having one person
supervise this department will streamline the processes of your business and help make
your brand and message congruent. If they say your email seems cold and abrupt,
explore it.
You can even have one of your billboards or brand ambassadors be your CHO role. If
your price point justifies it, the CHO role could give them a call and tell them what to
expect from your company.
Here’s a sample call from the CHO:
“Here's what's going to happen. Nic told me everything about you. You're going to work
directly with Brian. I agree, Brian's the best fit for you. Brian, does X, Y, Z and wants to
make sure you get the attention.”
Make sure that the customer knows that they’re not on the backburner. It’s really
important to help ease the fear and uncertainty here. If you’re a service based business,
make sure that they're working with somebody that is the best fit for people that are
their size. It’s all about improving the client’s confidence in your organization with a
smooth handoff from sales to fulfillment. The CHO could be the first step of fulfillment.
Buyers remorse starts like this:
Doubt creeps in ⇒ buyers remorse.
To understand this you must understand cognitive dissonance, which is the state of
having inconsistent thoughts, beliefs, or attitudes, especially as relating to behavioral
decisions and attitude change.
Buyers remorse is just post-decision dissonance.
Buyers ask themselves fearful questions ⇒ Don’t get help because of black holes.
You must reaffirm buying decisions as quickly as possible to eliminate black holes.
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You must send evidence of purchase directly after purchase. This is evidence of delivery,
and counterbalances fearful feelings, which in turn will eliminate buyers remorse.
○ Evidence of delivery ⇒ counterbalance to fearful feelings.
When a business doesn’t take the time to build into its systems and
processes ways of countering feelings of fear, doubt and uncertainty, new
clients grow distant very quickly.
Understand and anticipate your clients emotional journey and address the concerns
head on.
What can you do in person? Sit down, offer a roadmap or walkthrough of your program
and how you are going to help them.
Emails from current billboards sharing their experience, and telling your customer
“they’re next” is extremely powerful.
Recorded videos from brand ambassadors saying “I was nervous at first, but you made
the right choice” are also very helpful and can eliminate buyers remorse. Phone calls
doing the same thing are acceptable and recommended.
This is the perfect time to give gifts, and over deliver. Free unexpected upgrades are the
stepping stones to exclusivity.

Make the required remarkable:
All of the required elements of operations should be combed through to make them
remarkable. Like the infamous CD Baby, people will start talking. Here’s an example of
how they took something required, and made it remarkable.
https://swiped.co/file/thank-you-email-from-cd-baby/
You can also make sure to provide a checklist or review of actions to make sure
customers never feel like they don’t know what’s next or who to ask. You want people to
see the map, so that they know what they’ve done, where they’re at, and what’s coming
next.
“Things are happening just as they should be, you are right on track”, and being able to
show them that is the key.
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“Just trust me” is never enough, people need milestones as reassurance.
→ Integrate your company personality. Comedy, seriousness, professionalism, etc etc
Overall, this is a really important stage to get ready for. In this stage, sometimes
seconds matter. It can take only that long for a customer to get uneasy enough to
change their mind. Many companies know this, yet without a coordinated plan, or
without viewing things like a customer would, they still swing and miss. Unfortunately,
what that means is all the hard work to make the sale can literally go down the drain.
Take the action steps in this chapter to get ahead of buyers remorse swiftly, and well
ahead of time.

Recap - What do we need to build?
The Key: The emotional state of the buyer takes a dramatic turn, the business must
swiftly and seamlessly assuage feelings of fear and doubt.
In Person:
-

Just knowing someone in the organization will help tremendously. Doesn’t have
to be an employee, necessarily.
Concierge or walkthrough of the roadmap
- LEGO
- Build a bear

Email:
-

Breaking news social proof
Third party testimonials to validate the purchase
Anything that says “you made a wise choice”
Introduction to a brand ambassador

Mail:
-

Mailed case study
Anything that suggests “you’re next” is powerful
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Phone: Voice text/call
-

Senior member from the team or
Brand ambassador saying “Wow, you made the right choice, let me tell you I was
nervous at first”

Video:
-

A brief “keep the faith video”
Can also be a testimonial to confirm buying decision

Gift:
-

Free unexpected upgrades
This is the first chance you have to over deliver and you need to take advantage

Homework - Stage 2B
How do you provide concrete proof that the customer’s concerns are shared by the
company in this phase?
How do you assuage the concern by providing proof or evidence of delivery?
Do your thank you page, welcome email and follow up match your brand voice while
simultaneously eliminating uncertainty from the process?
Enhancement Tools
How can you implement in-person communication to show the customer how the
company shares their concerns?
How can you time your emails to eliminate uncertainty?
How can a customized a piece of snail mail help the customer navigate the buyers
remorse phase?
How can a phone call send a signal or prevent the emotional downturn?
How can you use videos in this phase?
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What present(s) could you give customers that would give them clarity on their next
steps or be comfortable with their purchase decision?

Stage 2 A - Sale

Introduction:
This stage is the sale, and is the first part of the prospect becoming a new customer. Be
wholeheartedly interested in the other person. Shifting your focus from getting the sale
to giving value is extremely profitable. The biggest reason people don’t buy, even if they
like and trust you, is because they don’t believe in themselves. Give them something to
help them trust themselves.
What’s The Sale Stage About?
This stage is all about when a potential customer turns into a paying customer. It’s when
the money is about to, and does change hands. The goal is to have the customer make
that decision, and then establish further emotional buy-in as quickly and effectively as
possible.
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Main Objectives:
-

Announce and celebrate the new partnership with the world, share the euphoria
(Tony Robbins)

-

Welcome to private group or group email/text/voxer

-

Congrats in public groups

-

Send a custom message celebrating the sale from someone other than the
salesperson

-

Have your brand ambassadors and raving fans reach out to celebrate them as
well.

Understand:
-

People search for things that they believe will transform them

-

All humans want to be part of a tribe

-

Becoming part of a community creates more affinity and immediately affirms
buying decisions.

-

Helping people feel like they belong to something bigger than themselves will
create a much stronger bond early on.
- Concentric Growth: make the non buyers your best referrers
- Buy or nurture
- Need to let them partake in celebration
As soon as someone becomes a new customer, connect them immediately with
someone other than the sales person to build a community and tribe aspect.

-

Chapter Discussion:
Use this stage to get a buyer and establish further buy-in as quickly and effectively as
possible.
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Pixar makes amazing movies, and not surprisingly they have a formula to tell award
winning stories very effectively. Being able to tell effective stories, and paint a picture of
what it will be like for your potential customer to work with you is essential for sales. So
let’s dive in a bit into the Pixar Pitch Formula so that you can use it in your business.
Here’s what it looks like.
PIXAR PITCH FORMULA
1.
2.
3.
4.
5.
6.

Once upon a time there was …
Every day …
One day …
Because of that …
Because of that …
Until finally …

SOURCE:
TESTIMONIALS AND THE MIRROR
Client = Star of the story
Prospect = person on the phone with you
1.
2.
3.
4.
5.
6.

Once upon a time there was … a prospect like you
Every day … shared struggled
One day … customer decided to finally enroll
Because of that … Quick win, small benefit
Because of that …\ Huge win, big benefit/idea
Until finally … Customer status today / prospects dream

You can use yourself or a customer as a case study and say, once upon a time there was a
guy named Nic. Every day he would market and sell a market and sell a market and sell,
and could not seem to get out of the weeds at his best. One day he went to a mastermind
and met a guy named Dan…. And because of that, Dan gave him some quick tips,
helped him to be able to build some systems in his business…. and because of that he
was able to get out of the weeds and see the big picture until finally his business was
actually running itself.
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Obviously that is a simplified example, but you get the idea. Pixar has proven time and
time again that this format works, and it works very well in this stage. Make your
customer the star of the story. Or tell a customer a story of a former customer, and use
the framework.
After the sale, create milestones to celebrate. You could invite the team to celebrate,
perhaps in a welcome video, standardized or not. It can be as simple as an email or
phone call. It’s about creating an emotion for the customer.
Give them something physical as soon as possible after purchase to eliminate buyer’s
remorse, which is coming and coming quickly.
Welcome them to a private group. Everyone wants to be part of a tribe somehow. The
group doesn’t have to be public. This group will create a much stronger bond early on.
The customer will be filled with hope and promise. This group can be online or offline,
it's that feeling of belonging that matters.
In this stage we talked at a high level about the Sales stage, that time when the potential
customer becomes a customer. Understanding and getting ahead of buyers' remorse that
is coming is the key. This is a fast moving transitional stage, and to get here your
marketing must be working, and to be successful in business you must keep customers
after the sale. Entire books and series of books can and have been written about sales, so
that wasn’t the goal here. The goal here is to make sure you understand the journey the
customer is going through, and what you can and should do right here in this stage, that
we most often see missed.

Recap - What do we need to build?
Key: Get a buyer and establish further buy in as quickly as possible.
In Person:
-

Celebration and photo if possible.
New member event or meeting (onboarding kick off)

Email:
- Personalized welcome signed by everyone
- Share core values and brand spirit
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Mail:
- Personalized, hand written welcome to the family
- Fancy or fun packaging
Phone:
- Welcome call (not onboarding)
- Acknowledge and thank the new buyer
Video:
- Homemade, underproduced “welcome” video
- Entire team welcome as a group
Gift: (Impact > usage)
-

Something with a high perceived emotional value and non promotional
- $100 bill + Dinner
Can be a tool to help them start one of the process
- Water bottle
- Tank Tops, etc

Homework - Stage 2A
How do you provide concrete proof that the brand new customer’s concerns are shared
by the company in this stage?
How do you preemptively get ahead of any upcoming concern by providing proof that
they made the right choice?
Does everything reassure the customer they’re in the right place? Does your thank you
page, welcome email and follow up match your brand voice while simultaneously
eliminating uncertainty from the process?
Enhancement Tools
How can you implement in-person communication to show the customer how the
company shares their concerns?
How can you time your emails to eliminate uncertainty?
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How can a customized piece of snail mail help the customer really get excited and feel
like they belong?
How can a phone call send a signal or prevent the emotional downturn?
How can you use videos in this phase?
What present(s) could you give customers that would give them clarity on their next
steps or be comfortable with your brand?

Stage 1 - The Potential Customer Stage
Aka (Marketing)

Introduction
This is the stage where you’re dealing with your marketing, and prospects. Our main
stance is this: We know that some people value their money more than their time. We
need to remember this in all of our marketing. If we're going to market with the
Customers For Life framework, we don't sell people hard and we don't over nurture. We
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serve people, and we make an offer. Which means deliver insane value all the time, and
offer to help.
What is the “Potential Customer” Stage?
At this stage, in relation to you and your business, someone who is looking or interested
in your services is a potential customer. So this is the Potential Customer stage, and
ends when someone gives you money and becomes a customer. This stage is all about
identifying the needs of your customer. If you don't understand the needs and demands
of your potential customer, they will never become a paying customer.
Key Takeaways:
Offer value (be helpful) and show someone what it is like to work with you. Detach/
disconnect from the outcome of the sale.
Major Objectives:
Do your homework on the prospect, surprise them and be honest with them. People
come back to people they trust. Preeminence and “the speed of trust.”
Build trust with pre-framing:
-

Ask personal questions early on in the communication process and then repeat
the answers back later in a different context. (Yes, I was listening)
- Bonjoro
- Autoresponder QnA
- Surveys

-

Note important information and always keep prospects updated and bucketed
into: Good Fit Now, Good Fit Later, Not A Good Fit.

Chapter Discussion:
This chapter will not be an exhaustive explanation of our marketing ideas of theories.
There are plenty of other books for that. Instead we want to make sure you keep in mind
where this fits in the overall customer journey, and share some select thoughts with
you.
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Offer value (be helpful) and show someone what it is like to work for you. Detach/
disconnect from the outcome of the sale.
We must not over nurture or over sell. There is a method to this.
Here’s The Customer For Life Selling Framework we use personally.
We present an offer, opportunity or options in almost every single interaction we’re
engaged in.
In person, via email (right here), direct mail, phone call, whatever…
Our open rates since moving to primarily email have actually increased dramatically.
And they keep improving as we send more emails…
… even though we make offers! Dundundun.
Here’s why:
We understand. We understand that some people value their time more than their
money. We also understand that some people value their money more than their time.
We also accept and respect both groups of people.
Most people don’t.
High pressure sales people don’t understand. They think everyone should have money
and everyone should give it to them right now.
Nurturers don’t understand. They think everyone has all the time in the world to be
nurtured.
False.
We know that there is a percentage of my audience that wants help and wants it now,
and since they value their time more than their money they will gladly pay a lot of
money to save a little time.

98

We also know that there is a percentage of our audience that wants help and wants it
now, but since they value their time more than their money, they will take the time to
watch hours and hours of helpful content to figure it out.
If either one of those sounds false to you..
Your Problem Is Not Other People.
It’s Your Lack Of Perspective.
If you nurture forever you are disrespecting the people that WANT to pay you money
to solve the problem right now.
If you hard sell everyone all the time you are disrespecting the people that WANT to
take their time.
And it’s okay that they want to take their time because
Business is a long game
Do you know who our best referrers often are?
People that value their money more than their time (maybe because they have to)... but
binge on our content, share it and guess what…
They have friends that like to buy stuff!

By respecting both parties equally, you create exponentially more concentric growth.
Most influencers have big followings and can’t make a dime.
Most hard salespeople make a lot of dimes but it dries up quickly as the “ready to buy”
audience shrinks.
The marketers, salespeople and influencers we know do this:
Deliver insane value all the time.
And then offer to help.
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That’s it. That’s the secret. The “Big Reveal”. That’s the Customers For Life Marketing
And Selling Framework. Simple, yet ridiculously effective.
We know and teach the other details and tactics elsewhere but the biggest benefit is in
simply understanding basic principles like…
-

-

Finding the customer’s “Hockey Stick”
- It’s not about the sale
- Connect and meet them where they are at, and when they’re about to
make the upward turn.
- Less effort, higher leverage and less friction than tactical sales.
Prospects will have three levels of awareness that affect the length of time they
need to make a decision:
-

Product aware: They are aware of your product and know what it
does. (Shortest).
- Just need to be shown the product or an affinity for the
company

-

Solution aware: They know what they need but are not sure where
to go to get it. (Medium)
- Need to determine which product is going to make them feel
the best after the purchase.

-

Problem aware: They know they have a problem but no idea what
the solution is. (Longest)
- Need help crystallizing their problem into the the right
solution (your product)

What sales teams miss...
They miss the customer thinking: “What is going to happen to me or how am I going to
be treated once I lose my leverage?”
People care more about how they feel doing business with you than the actual product
or service. That’s really important.
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The best companies set appropriate expectations by taking the post-sale customer
experience and infusing into the marketing and sales experience. Salespeople need to
“share and show”. See the Pixar story framework from the last chapter, it works really
well here.
Show them what it’s like to be a client on the other side . This is the origin of the Be
Helpful/Cash Flow Infusion Campaigns.
In fact there are 3 campaigns that we have that work very well in this stage.

If you have a number of prospects and you’re not sure what bucket they’re in
(Good Fit Now, Good Fit Later, Not A Good Fit) you can check out the Silver
Bullet Campaign in the Resources Section.

If you have prospects that are a Good Fit Now, but haven’t purchased yet,
check out the Be Helpful Campaign in the Resources Section.

If you have a number of prospects that were apparently in the Not A Good Fit
bucket you can check out the Second Chance Campaign in the Resources
Section.

Recap - What do we need to build?
The Key: Offer value (be helpful) and show someone what it is like to work for you.
Detach/ disconnect from the outcome of the sale.
In Person:
-

JV Webinars
Live webinars
Live events and networking events
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-

Human to human connection is overlooked, this is a massive advantage.

Email:
-

Opportunity to begin a dialogue with a question or helpful information (Cashflow
Campaign)

Mail:
-

Direct mail is incredibly powerful
Opportunity to get full, undivided attention
Show attentiveness and care to detail
“Hey Jane Doe, thought you might want to hear about this…”

Phone:
-

Opportunity to show and share
Talk about, record and address objections and pre sale concerns.
Address whether or not the company is a good fit

Video:
-

Short video offering a new way of thinking
Great way to give new buying criteria (educational)
Meet the team
Show and share: testimonials and event - fear of missing out.

Gift:
-

Cannot be blatantly self serving. Don’t send them free samples of stuff.
Can send new opportunities to people who were Not A Good Fit
Personalized gift (Hockey Stick)

Stage 1 - Homework
How do you provide concrete proof that the prospect’s concerns are shared by the
company in this stage?
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How do you assuage the concern by providing proof that they are about to make the
right choice?
Does everything reassure the customer they’re in the right place? Does your marketing
message, your website, your conversations, all match your brand voice while
simultaneously eliminating uncertainty from the process?
Enhancement Tools
How can you implement in-person communication to show the potential customer how
the company shares their concerns?
How can you time your emails to eliminate uncertainty?
How can a customized piece of snail mail help the prospect really get excited about
working with you, and feel like they would belong?
How can a phone call catch the prospect at the right time, and prevent them from losing
interest, without feeling pushed?
How can you use videos in this phase?
What unexpected present(s) could you give prospects that would give them clarity on
their next steps or be comfortable with your brand?

Customers For Life - Stages Recap:
In the preceding section of the book we went through the 4 stages of the customer
lifecycle, and we’ve given you an outline of what to expect, and what to do during each
stage. The description of the stages above we’re not exhaustive because that is not the
aim of this book. Our goal here was to provide you with the framework and basic
understanding on a functional level, so that you can easily identify where any
customer is at in their journey.
If you can easily pinpoint where a customer is at, you have the map! You know where
they’ve been, where they’re at now, and what is coming next. You’ll be able to
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reference the above material, come back to the tools and homework to help navigate
the customer to the next stage.
Having this skill and implementing it in your business is quite frankly invaluable. What
we taught you here is just the tip of the iceberg if you not only want to keep your
customers for life, but also run a thriving business in any economy.
What Does This All Mean For You & What To Do Next
If you truly understood what was taught in Section 1 of this book, you’re already ahead
of most small business owners. If you apply the theory of what you learn to your
business, in each Stage of the customer journey, and eliminate the major Black Holes
where you’re losing customers, you’re well ahead of the curve. Your customer lifetime
value should increase, along retention, referrals, and most importantly profitability.
Probably the most important point of the entire book is that you have the
potential to level up your business right now! Without spending a dime more in
marketing!
You have the ability and opportunity to create a new version of your business, think of it
as version 2.0. The concepts and tools we’ve briefly introduced to you here, are
responsible for making the market leaders so successful. We highly encourage you to
take the next step today, and use what you learned here. Otherwise you just read this
book to take in some passive knowledge, and we don’t want you to simply be a
consumer. We want to enable, and empower you to put this into action, and have it
make a measurable difference in your business.
If you’d like more help, we are here for you. We know a book only can do so much.
We’ve put together resources and a companion program to this book that really walks
you through the details, and where we virtually hold your hand every step of the way.
Go to https://havecustomersforlife.com/course

Reference Material
In this section we have some reference material that accompanies the book. You’ll find
templates, and other information referenced throughout the book. If you’d like a digital
version feel free to access them at http://havecustomersforlife.com/resources
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Get Cash Now Campaigns
These are always as high touch and personal as possible. Reference the chapters
mentioned for more details.

The Silver Bullet Campaign
● Purpose:
○ Use this to create more qualified prospects, to segment your list of
prospects further, and to move some prospects closer to a sale.
● When to use this campaign:
○

Stage 1 - Potential Customers. It’s particularly helpful for Potential
Customers who are not in any of the 3 buckets. They’re not “Good Fit
Now” prospects, They’re not “Good Fit Later” prospects, They’re not “Not
A Good Fit” prospects
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● Notes: Most effective campaign to increase sales opportunities from a completely
cold (or unknown audience), like an unsegmented email database of prospects.
● What if I want more info? Jump to the chapter on Stage 1.

Campaign Materials:

Campaign outline:
■ Goodwill Bribe
■ Deliver on Promise
■ Nine word email
■ Silver Bullet
■ Digging Questions
■ The Brain Dump
■ Next Step

Free information on the thing that you can help them with.
“New Report Reveals How To Get XYZ Without ABC. Click Here to
download.”
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Step 1: Send out an offer for the bribe
Subject: Too busy to get to the gym?
If you’re a busy mom and having a hard time staying on top of
your fitness routine, this free guide/video/template will help
you significantly.
It’s all about how to get in the best shape of your life even if
you’re too busy to make it to the gym consistently and you can
get it here.
No charge.
Enjoy.
Samanatha
Or
Subject:

IMPORTANT

Did your schedule get in the way of your fitness goals last
year?
My research has found that 4 out of 5 busy moms did not reach
their fitness or lifestyle goals last year because they couldn’t
find the time.
I’ve been through it and I’ve put together a series/video/ebook
for you called “Getting In The Best Shape Of Your Life After 40”
You can get it here.
Enjoy.
Samantha
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Super simple, just want people to opt in to this report or freebie.
Step Two: Deliver on the promise
Super basic, if they raise their hand/opt in you just send them a link to the free thing.
Subject: [Title of bribe]
Hey name,
Here is your copy of [title of bribe]
In it you’ll discover:
-

Benefit
Benefit
Benefit
Etc etc

1
2
3
etc

I know you’re busy (that’s the very problem to begin with,
right?) so I’ve kept it concise.
If you have any questions feel free to reply to this or message
me, I’m here for you.
Thanks so much, I hope this is helpful for you.
Samantha
Most of the best marketing I’ve ever done is just being a cool human and giving people
what they ask for.

Step Three: Identify the GFN (Good Fit now) with The Nine Word Email
We’ve gotten people to raise their hand, now we need their permission to bucket them
so we can give them energy they deserve.
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The nine word email is short, personal and expecting a response.
We want this to feel personal. This is where the money is made on the front end.

Subject: Re: [Title of the bribe]
Hi NAME,
How much weight did you lose last year on your current program?
Short and sweet. We want them to reply.
Could have been:
What programs did you try last year?
What’s your biggest struggle in your weight loss journey?
Imagine what you would ask someone at Starbucks if they were standing in front of you
holding or watching the thing you just sent them.
At scale, you can automate this whole thing with a few merge field tricks.
If they reply….
The Silver Bullet: Not being a robot
“11 pounds over the course of the year isn’t that bad, at all.
I’m sure it was tough staying on top of it all”
Show you’re not a robot”
Now, we have to figure out if we can help them and how:
(THE HELPFUL ASK)
“Are you looking to build more muscle and tone or keep losing
weight?”
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The Brain Dump
We are hoping they just brain dump here, lay it all out there on the line.
This could me pages and pages long, it may be a little shorter and concise.
In their brain dump they will give you an idea of their current frame, where they are at,
what they have tried and what their limiting beliefs are.
If they don’t dump it all (or even sometimes if they do) you want the Be Helpful Dig.
“That’s good because the extra muscle will help you stay leaner
later on and give you a little more wiggle room for delicious
snacks.
I have a little bit of time this week, if you’d like I can send
you over like five questions about you and if you answer them, I
can shoot you back a little video with some customs tips and
tricks.
It’ll only take about 5 minutes on your part and maybe 5 of
mine.
Happy to take the time because I’ve been there before. Just
reply and let me know and I’ll shoot over the questions I need
the answers to for some context.
If yes, send over the questions. Copy and paste them into email, do not send them to
the application. We want this to look like a conversation (because it is one)
2-3 questions that help them realize what they don’t know
2-3 questions that help you bucket them.
1. What is your work day like on average?
2. How many times do you consistently make it to the gym
3. How often do you weigh yourself? 3 x a week
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Well sometimes 3x a week can be a countdown to doomsday, there a
few ways to mitigate the
4. Do you know your minimum effective dose/maintenance
numbers?
5. What does your nutrition plan look like?
6. How often do you follow the plan?
When they replay simple answers to their questions in line and record a video or audio
over it.
Don’t overcomplicate it, just be helpful and and offer for them to take the next step.
If you need more help just let me know by ____________.

The Be Helpful Campaign
● Purpose:
○ Send this campaign to prospects who are “Good Fits” to generate more
sales opportunities and close more sales quickly.

● When to use this campaign:
○

Stage 1 - Potential Customers. This campaign is particularly helpful for
prospects, who are “Good Fit Now” prospects.

● What to do if I want more info? Jump to the chapter on Stage 1.
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Campaign Materials:
1. Prospects
Good Fit Right Now -> People you’ve talked to
a. send them the helpful thing + custom video (email)
b. Somebody else on your team can let them know they matter
c. Text to let them know so make sure it didn’t end up in spam
“Hey < Name>, I don’t like texting people about business, but I just sent an email
that’s time sensitive and probably helpful to you. Will you just check spam or let
me know that you got it.”

Good Fit Not Right Now -> People you’ve talked to
a. send them the helpful thing + less custom video
b. Text to let them know so make sure it didn’t end up in spam
Same process, but less customized.
Be Helpful - Stage 1 - Prospect - AGENCY EXAMPLE:
Natural deadline: Coronavirus
Subject Line: How we planting seeds for our clients.
Times are interesting, huh, NAME?
In times of uncertainty like this we have consistently found two
methods that work really well:
1. Be as helpful in creating certainty as much as possible
2. Change your advertising strategy to be aligned with the
emotional state of the the people browsing the internet
We’ve seen a ton of success in leading with value and capturing
an audience (at a very low cost) and then putting all of our
best ad sets on the back of that high value, low cost thing.
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The original thought was that we would swap all of our clients
to either a) high value lead magnet or b) high value video views
and, if nothing else, slowly build an audience so that when
things calm down, we have the advantage of familiarity and our
ads will perform better.
Turns out we didn’t have to wait, just by adding this initial
step acquisition costs has actually gone down across all
accounts. We believe this for a few reasons:
1. Goodwill, valuable content is extremely important right now
as there are more people sitting at home than ever trying
to figure out what to do next
2. Due to uncertainty, many companies stopped advertising,
meaning there is more space available for cheaper.
We’ll continue to monitor this - right now we are in the middle
of actively moving all of our clients to one of these strategies
for them and getting them optimized and ahead of the game as
quickly as possible.
Wanted to take just a moment to share this with you so you can
do the same.
We can’t be certain how long this will be such an unfair
advantage but it’s clear that it is right now.
If you need any help with this, just reply to this email and let
me know.
NAME

Leadership - AGENCY EXAMPLE: (Leadership slant)
Times are interesting, huh, NAME?
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In times of uncertainty like this we have consistently found two
methods that work really well:
3. Be as helpful in creating certainty as much as possible
4. Change your advertising strategy to be aligned with the
emotional state of the the people browsing the internet
We’ve seen a ton of success in leading with value and capturing
an audience (at a very low cost) and then putting all of our
best ad sets on the back of that high value, low cost thing.
The original thought was that we would swap all of our clients
to either a) high value lead magnet or b) high value video views
and, if nothing else, slowly build an audience so that when
things calm down, we have the advantage of familiarity and our
ads will perform better.
Turns out we didn’t have to wait, just by adding this initial
step acquisition costs has actually gone down across all
accounts. We believe this for a few reasons:
3. Goodwill, valuable content is extremely important right now
as there are more people sitting at home than ever trying
to figure out what to do next
4. Due to uncertainty, many companies stopped advertising,
meaning there is more space available for cheaper.
We’ll continue to monitor this - right now we are in the middle
of actively moving all of our clients to one of these strategies
for them and getting them optimized and ahead of the game as
quickly as possible.
Based on our conversation, YOUR COMPANY, would benefit greatly
from this right now because [PERSONAL REASONS]
We can’t be certain how long but this is your chance to get
ahead of the curve in [INDUSTRY]
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I’ll make time on the calendar in the next couple days, time is
limited but when I realized what was going on, I thought of you
and [COMPANY].
NAME

Second Chance Campaigns
● Purpose:
○ To give prospects a second chance to become a good fit, based on any
number of factors that may have changed for prospect, or for the
business.
● When to use this campaign:
○ This is designed to be used for:
■ Stage 1 - Potential Customers. Who are in the “NOT A Good Fit”
bucket, meaning they do not appear to be a good fit based on the
info you have now.
● What to do if you want more info? Jump to the chapter on Stage 1.
Campaign Materials:
Here’s an Application / Call Type example for anyone that sells via an
application/lead form and then a scheduled call. What will happen here in this
example is you’ll likely have a few people raise their hand, and requalify
themselves, for a wide variety of reasons. This ultimately produces sales
opportunities for you right away that would’ve otherwise slipped through the
cracks.
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Remember: These Campaigns should be integrated.
Email → Video → Text
1. Typical Thank You Page And Email
Hey, it worked! Your application went through and I’ll be
reviewing it shortly. Keep an out for an email from someone at
@masterymode.com. Should get back to you within 24 hours.
In the meantime, check this out: (objection busters and pixar
stories)
Nic

2. Typical Approval and link to schedule call or second chance
Hey NAME,
Just looked over your application, looks like a good fit to me.
You can schedule a call here. Let me know if you have trouble
finding any time, I'm happy to move some stuff around.
Talk soon.
Nic
---
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a. REBUTTAL EMAIL - Second Chance email.
Hey Name,
It looks like your application is incomplete. I’m going to be
honest, I respect your time and I hope that you respect mine.
Truth is, people that don’t take the time to fill out the app
are typically tire kickers or aren’t that serious about
[result].
No judgement here, just have to be discerning with my time so I
can help the people that are most serious.
Let me know if you have any questions in the future.
Nic

3. Confirmation of call and expectations
Got you on the calendar, NAME!
Looking forward to talking on [day and time]. Be sure you have
at least a few minutes somewhere quiet so we can get to work/be
productive.
If we never do business together I still want to make sure you
get a ton of value on this call.
If anything comes up, let me know.
Nic

4. Excited to work with you (personal as possible)
Looking forward to our call today/tomorrow, NAME,
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I have two husky puppies so anything about dogs, I’m all in!
Hopefully we can help you scale your hand-less leash business to
the moon and back.
Talk soon,
Nic

Stay Focused Campaign
● Purpose:
○ Send this campaign to established customers who are starting to be
familiar with you, your product, or service and now need to stay focused
and take the next steps.
● When to use this campaign:
○ Stage 3A - Familiarity. This campaign is helpful when you have an
established customer who you need to keep them focused, and the
momentum going in terms of using your product or service.
● What to do if you want to use this right away? Jump to the chapter on Stage 3A.

Campaign Materials:
-

“Did you know” - something to get then activated and started (colorado
Story)
- Drink more water (RD)
- Address hang ups in process
- Can be recap of action steps broken into tiny chunks

-

Come from a place of understanding
- https://www.facebook.com/groups/VelocityMethod/permalink/60013
7027212009/
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-

Use company lingo

-

Show them you are working and get them to take the next steps

Case Study: RD, middle of program, clients next step is to drink same amount of water
every day
Step 1: Mail a water bottle with a note
“Hey NAME, congrats on making it this far, we wanted to make this whole “Drink water”
thing a little bit easier on you. As long as you drink 3 of these a day, you’re right on
track.” - Name, RD support
Step 2: Immediate send Did You Know Email:
“Did you know that much of your day to day weight flux is actually just a fluctuation in
fluid retention? Let’s level out your water intake to eliminate those pesky, overnight
spikes in body weight. Here are some tips:
-

Drink water with every meal
Carry around a super fancy RD water bottle
Choose carbs sources that are also sources of liquid (rice, for example)

Step 3: Send video
Get NAME, Nic here, obv, I just shot you a quick video that will help you eliminate that
day to day weight flux that drives you nuts. Plus, be sure to check the mail in a few
days, you have something useful coming your way. Lemme know what you got the
email. Talk soon!
Other examples include journals, ad change logs, gift cards.

The Perspective Campaign
● Purpose:
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○ Use this campaign to really start to establish customer loyalty by
celebrating established customers for starting to achieve their desired
results with the product or service.
● When to use this campaign:
○ Stage 3B & 3C - Established Customer Achievement, & Continence. This
campaign is helpful when you have an established customer (could be a
good fit for more products or services soon) who is achieving the desired
results, and you want to highlight their success at a deeper level.
● What to do if you need more info? Jump to the chapter on Stage 3C.

Campaign Materials:
This is where it gets really neat.
Create a contrasting experience and highlight their successes at a deeper than surface
level.
Include benefits from the perspective of someone they love.
Case Study: Jeff Moore and Family
Step 1: Gather and send congrats letters from husband, wife and/or kids - gather intel
on what the achievement actually means to other people in their life
Make this about life has improved.
In this case, Jeff’s wife and four kids all wrote letters about how proud they were of him
and how much it meant for them that he took the next step and was now reaping the
rewards (which include more family time)
Step 2:
Send Email:
“Hey Jeff, I’m so happy to have you here with us, I hope that
you and your family feel the same.
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I remember when you started with us you were super stressed out
and felt like the world was on your shoulder. I’m glad you get
to spend more time with your family doing “family” stuff now.
I’m sure I’m not the only one ;)
Please keep an eye on your mailbox (or come in and see me), as I
have something important for you now that you’ve taken the next
step. Let me know when you get it (or can come in).
NAME
Step 3
Send Text or Video:
“Hey Jeff, Just shot you an email. I typically don’t text (or make videos like this), but it's
an important one so let me know that you’ve received it.
Thanks
NAME

Continuance Campaign
● Purpose:
○ Use this to show existing customers, who are considering purchasing
again, or considering your next level of service, to take the next steps in
their journey and tease what people that continue with your program get.
● When to use this campaign:
○

Stage 3C - Continuance. It’s particularly helpful for existing customers
who are your best customers, but who are not yet “customers for life”.

● What to do if you need more info? Jump to the chapter on Stage 3C.
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Campaign Materials:
Purpose: show them what it’s like to be a VIP, Inner Circle, Billboard, etc etc
Identify a keystone event (events, mastermind, conference call, etc) that your highest
level members have access to and then tease the event, give recap or share pictures.

Example:
Subject: What world class entrepreneurs learned in Southern California
Environment is everything.
We say it all the time, but sometimes forget how important it is
to surround yourself with people like you - people that are
helpful - and people that get it.
Just wrapped up our two day retreat in Orange County, California
(it’s actually more like four days, since I open the office and
work with people one on one the day before and the day after)...
[Insert Picture of Mastermind]
Every time we get together I teach some new concepts and
principles, fundamental business stuff, and then our team works
with each individual to determine what it means for them, in
their business and their industry.
This is powerful because in our mastermind, no two people do the
same thing, there are about 30 different leaders in 30 different
industries in the same room at once. The synergy and cross
pollination is incredible.
Anyway, here are a few things we learned:
1 - [Teach a really strong lesson that isn’t common in your
industry]
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2 - [Share a story about your most successful student in
this level]
3 - [Share a story about the newest student in the group]
4 - [Teach a lesson about how and why it's so important to
get together like this]
5 - [Share something personal, something that your industry
doesn't talk about enough - like family, peace of mind,
etc]
Every single time we do one of these my entire team seems to get
renewed energy about them.
Anyway,
Our next retreat is DATE and we have 1-2 spots open for people
that have graduated/finished {signature program] - you;re
getting this because we think you’d be a great fit.
No pressure, just wanted you to be aware so you could mark the
dates if it works.
See you soon
NAME
Remember, at LEAST quarterly:
Find ways to eliminate Black Holes
Re-examine your bucketing strategy
Find ways to communicate the NEXT step better.

BONUS:
(A Timely Excerpt From The April Letter)
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“We started from the bottom, now we here”
- Drake

Onward and Upward
The Power Of Pyramids And Ladders
There is a fundamental business truth that has gotten lost in the high ticket webinar
world. It’s not just a business truth, it a universal truth:

People Desire Upward Mobility.
Think about it, we are preconditioned to move up pyramids and ladders. From
kindergarten to university, from janitor to high powered executive and pretty much any
other social construct. If we don’t have ladders and pyramids built into our business, we
are leaving money on the table. Lots of it. Here’s why:
Retention.  Customers stay much longer if they are moving from level to level, whether
by design or aspiration. Retaining a customer is no longer a monthly transaction, but
there is mobility involved. The customer also becomes more valuable as they stay
longer, and develops further buy in as they climb the ladder. Just as a medical student
is going to finish because “they came this far” your customers will finish because “they
came this far”
Also of note - if you give your customers more features without ascending them they will
actually churn FASTER. If someone is only 30% of the features you have given them,
they will naturally feel like they are overpaying for the service, regardless of the actual
cost.
Graduating customers to a higher level of service will actually keep them longer than
just throwing in everything for free.
Results. By having rungs of a ladder to climb and gamifying the process, customers
become more engaged with the process and have a higher consumption rate. The more
engaged they are with your product or service, the most likely they are to get results.
Results obviously lead to MORE retention and, of course, Referrals.
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The Architecture of Ladders and Pyramids
Ladders imply upward mobility for essentially an unlimited amount of people, a pyramid
has fewer and fewer spots the higher one ascends. Either can substantially improve
average customer value. This is the MAGIC of turning 2.5x return on advertising into
10x, 20x or 30x.
Creating Levels Of Ascension:
The most typical and easiest to implement rely in:
1. Bundling of goods and services
This is the most obvious. Difference products, services and offerings can be offered at
varying prices, at the next level up they get buncled for an appreciable discount. For
example, you may book your flight and your hotel together for a discount. Another level
up and you might also get rental car at a drastic discount.
2. Greater access to “guru” or tribe
In many businesses there is a “guru” or thought leader; master chef, master jeweler,
some person the customers identify with and wish to have a relationship with. The more
appealing this access is the, the higher up on the pyramid it should be placed.
3. Exclusivity
The more things that you create that only a small number of your customers can have,
the more control you have over ascension and the easier to ascend the ambitious ones.
4. Status inside the community
Memberships should have a landmark or flag pole for bragging rights to being at the
higher levels of the pyramid. This will have no meaning outside of the community but be
powerful inside. (Think: 2 comma club award)
5. Status outside of the community
Perhaps the strongest, most justifiable buying motive. Astute executives and
professionals often invest in status driven tools and devices. Every business should give
their customers an opportunity to buy status.
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“Letter” Ascension Example (And some
Inception Marketing)
(This is an example of the ascension model for Nic’s direct mail newsletter)
Level1: Letter: Basic Letter subscription. Get the current month's letter in the mail. $97
a month
Level 2: Letter GOLD: letter Subscription plus discounts on all other products, access
to the new and improved “VAULT” to access interview and training replays and
worksheets. Quarterly backorder opportunity. $147/month
Level 3: Letter DIAMOND: Limited to 100 subscribers. Everything from the Letter and
Letter GOLD and semi frequent live calls. Live access to QnA with Nic and guest
experts. Monthly backorder opportunity. $259.95 a month
Hold Up!
Want Help Building All Of Your Ascension Ladders, Pyramids, Marketing
Sales and Retention Models?
I don’t do a lot of consulting outside of my select private client group (tip top of the
pyramid). But, for a large free ($15k minimum) I’ll spend a day with someone and line
out every detail of how to get to where they want to be.
For the next couple of weeks I will take a few Customers For Life Book Buyers at a
fraction of that, line out the entire blueprint and have my team build it with you. If you’re
interested, just email my team at vip@masterymode.com with Subject Line: I Want
Help for more information.
-

Dr. Dan Giuglianotti and Nic Peterson
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